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“It seems that nearly everywhere 
I make my Christmas call, 

They want that famous footwear 
That shows the bright Red Ball” 


And Santa ought to know, because in the past 47 years 
he has delivered millions of pairs of Ball-Band footwear 


at Christmas time. 


Suggest Ball-Band footwear for Christmas and you feature a present that any 
customer will take pride in giving. The new Ball-Band styles are so varied and 
practical, and so smart, that any member of the family will appreciate this 
finer footwear as a welcome Christmas gift. Increase your Christmas business 
by displaying attractive Ball-Band footwear in your window along with the 
famous Red Ball. A few Christmas suggestions are illustrated here but there 
are many more in the fine new Ball-Band catalog. Write for a copy today. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street e Mishawaka, Indiana 


BALL-BAND 


Canvas Sport Shoes for little brother. 


All-rubber Hi-Tops for hunters. Gaiters to thrill little sister. Gaiters for mother and big sister. 


* When writing advertisers please mention Boot and Shoe Recorder 
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PRESIDENT ROOSEVELT wire- 
lessed from the Indianapolis, en 
route to Buenos Aires, the follow- 
ing: 

“It is an inspiring thing for na- 
tions and communities to have high 
objectives, to unite their energies 
in self-appraisal and boldly plan 
for the future. 
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“The World’s Fair to be held in 
New York beginning in 1939 is a 
challenge to all Americans who be- 
lieve in the destiny of this nation 
and who welcome the knowledge 
that the exposition is to focus upon 
one central theme: . 

“ ‘Building the World of Tomor- 
row. At this great fair all the 
world may review what the United 
States has achieved in the 150 years 
since George Washington was first 
inaugurated as President of the 
United States; here millions of 
citizens may visualize the national 
life which is to come. 

“That it will be a memorable and 
historic fair, that it will profoundly 
influence our national life for many 
years to come, and that success may 
attend every phase of its activities— 
these are the hopes of the people of 








VOICE of the TRADE 


the United States. All power to your 
sponsors.” 
PHILLIPS R. TURNBULL, presi- 
dent of Rogers Peet Company, stim- 
ulated interest among the window 
men in the five stores in New York 
in a window display contest to 
develop definite signs of original- 
ity. Two grades of shoes in each 
store were featured in individual 
displays, an $8.75 and $13.50. 
Both first prizes were awarded 
to the Fifth Avenue store which 
featured the two lines against back- 
grounds of bolts of cloth. The 
$13.75 grade was featured against 
a bolt of the heavier type of suit- 
ings, while the lower price—(a 
shoe tied up with the college trade) 
was featured on a bolt of camel’s 
hair. 








BR ALPH BURKE, manager of the 
shoe department of C. H. Hitten- 
berger Co. of San Francisco, rates 
the cleverest and most timely shoe 
ad, linked up with the opening of 
the new San _ Francisco-Oakland 
Bridge. The two-column square ad 
illustrated a span of the bridge and 
bore this text: 

“Important, too, are the 


Page I! 
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BRIDGES of your FEET. Do your 
arches sag in your shoes? Do you 
find it difficult to get comfortable 
shoes? LET US ANALYZE YOUR 
SHOE PROBLEMS. Our shoes have 
given comfort to thousands—our 
shoe fitters are highly skilled and 
thoroughly experienced—our shoes 


are GOOD!” 


% *% % 








WAS his face red! Mr. Feige of 
the Health Spot Shoe Store of 
Louisville, Ky., whose specialty is 
giving comfort to people with foot 
difficulties, loses no chance to do 
educational work, and this resulted 
in a new experience recently. A 
man came in to be fitted and com- 
plained of having trouble with his 
feet, so Mr. Feige explained to him 
at length why people suffer with 
their feet, going into the details of 
foot anatomy and telling why shoes 
that did not follow foot anatomy 
pinched the nerves and gave all 
sorts of trouble. He wound up by 
asking if the customer, who had 
listened silently, was much on his 
feet. “Sometimes a good deal,” an- 
swered the customer. “What do you 
do?” asked Mr. Feige. The man 
replied that he taught at the Uni- 














versity of Louisville. Asked what 
he taught, he answered: “Anatomy.” 


* * om 


SHORTAGE of skilled labor is a_ 


normal development, rather than 
an alarming new problem now be- 
fore American industry, John W. 
O'Leary, president of the Machinery 
Institute, declared. 

“We face this shortage of men 
with specialized skills after every 
depression, and the need of finding 
suitable men to train for skilled 
jobs is constantly with us as long 
as business is normal. Those who 
deny that any shortage of skilled 
labor exists, and also those who 
complain that the shortage is im- 
peding business operations fail to 
recognize the happy circumstance 
and the opportunities it brings for 
full employment. This is a nor- 
mal and welcome development.” 


* ” * 


POLICE COMMISSIONER HEIN- 
RICH A. PICKERT of Detroit, 
Mich., says: 

“We have been forced to turn 
down the flower of the land because 
of flat feet. If you want your chil- 
dren to be policemen when they 
grow up, teach them to pedal their 
bicycles with the balls of their feet. 
Using the instep causes flat feet.” 





Dipping deep into his store of 
orthopedic knowledge gathered from 
intimate knowledge of the value of 
feet to a policeman, Pickert went 
on to say the same principle is used 
in riding horses. You put your toes 
into the stirrups. Commissioner 
Pickert was a bicycle rider once 
himself and his feet are not flat. 


mn * * 


P, A. O'CONNELL, president of 
E. T. Slattery Company, Boston, 
Mass., says: 

“The fact that advertising does 
help people to find the goods they 
need and want, and that it does 
greatly increase the sale of goods, 


are the two reasons for its existence. 
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—A wholesome sense of humor is 
a real asset for an individual or 
for a nation. 

—And "to smile" is to offer visual 
evidence of that humor. 

—America is admittedly the "smil- 
ingest" nation on ea 

—We smile at other peoples and 
we smile at ourselves—and all in 
the best of humor. 

—Have you ever seen a news photo 
or a movie of Hitler or Mussolini, 
or Stalin with a smile on? 

—I doubt it very much— 

—But Roosevelt has a most infec- 
tious smile—you might even call 
it “the smile that won reelection." 

—lI'll admit | didn't vote for Roose- 
velt—but I'll never regard him as 
"the big bad wolf" so long as he 
can keep up that smile of his. 

—Smile on, America, and, the world 
is yours. 


Sauce 6 Toes 


President 





Theorists who imagine that the cost 
of advertising is simply added to 
the consumer price overlook the 
savings in production and distri- 
bution costs which are made pos- 
sible by large volume. 

“Through some forty years spent 
in retail merchandising I have ob- 
served that, as a rule, the products 
which are best advertised represent 
the best value. Almost invariably 
this is true where machines can pro- 
duce as good quality as hand labor. 

“So it is with a retail store. By 
far the greater part of its expense 
is in fixed items of overhead which 
go on whether the store sells much 
or little. Large volume of business 
reduces the proportion of these 
costs, making it possible to sell on 
a narrower margin of profit. Such 
volume is attained through con- 
tinuous advertising, but the consum- 
ing public actually pays less for 
the merchandise than otherwise 
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would be required, and secures ad- 
vantages in selection and service 
which could not be possible if the 
store did only a small volume of 


e ” 
business. 
* * * 


THE Endicott-Johnson Corp. an- 
nounced “Christmas distributions” 
of approximately $500,000 for 
more than 19,000 non-salaried em- 
ployees. The 192 salaried employees 
will receive a 10 per cent increase, 
restoring a pay cut of last Augu: 

The $500,000 distribution, Geoi, 
F. Johnson, chairman of the boa: 
of directors, said would be in lieu 
of holidays with pay and would be 
made possible by “reserves accumu- 
lated by the company during the 
last year.” 

An announcement to the work- 
ers read that “production has been 
better during recent months and 
profits have also improved some- 
what, so, as we approach the final 
closing of our books for the year, 
it appears that we may safely pay 
to the workers the accumulated re- 
serves amounting to approximately 
$500,000.” 

* * * 
HIENRY L. NUNN, president of 
Nunn-Bush Shoe Co. of Milwaukee, 
Wis., broadcast over station WTMJ: 








“It may be treason to my class, 
but I have the firm conviction that 
much of the ill-will in industry be- 
tween employer and employee is 
decidedly not due to lack of under- 
standing on the part of the worker, 
or an unwillingness on his part to 
cooperate. I have never yet found 
a group of workers that was not 
willing to meet you half way. 

“On the other hand, I have at- 
tended many conferences of busi- 
ness men where the attitude was 
not one of wanting to be fair, but 
whether the proposal was to one’s 
own advantage. Too often business 
men have lawyers at their sides to 
advise them what they can get; not 
what is fair for them to get.” 

For more than a year he has 


















been paying labor on an annual 
wage basis, giving a continuous 
rather than a seasonal income and 
basing the remuneration on the 
values that labor creates. 


* * * 


LAWRENCE B. SHEPPARD, 
owner of the Hanover Shoe, is a 
most determined horseman. His 
hobby is the Hanover Shoe Farms 
at Hanover, Pa. At the Old Glory 
Auctions, in New York City, he was 


ana 5) 
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caught in a trading deal by his 
own eagerness to own the famous 
Mr. McElwyn, one of the outstand- 
ing horses in the light harness circle 
since 1923, first as a racer and then 
in stud. 

Situated on either side of the 
famous sire and hidden from each 
other by the crowd encircling the 
stallion, Sheppard and his agent, 
Biery, did not realize they were 
the last bidders and Biery nodded 
for a $15,500 bid and Sheppard 
walked away dismally in the knowl- 
edge that he had lost the sire. It 
was minutes before he found out 
that Biery had bought Mr. McEl- 
wyn for the Hanover Farm, and 
although the official sale was to 
the Biery Farm, Sheppard is the 
owner. 


IBMPLOYEES of the Hearn store 
at 14th Street, New York City, will 
receive 7000 shares of store stock, 
valued at $110,000, as a Christmas 
bonus. The value of the distribu- 
tion, it was stated, would be twice 
the amount of the cash bonus given 
to the employees at Christmas time 
a year ago. 

Morris Levin, president, also 
plans to distribute all dividends 
of the common stock of the com- 
pany which he owns to those em- 
ployees of the store making under 
$25 a week. This distribution is in 
line with the promise that he made 
“to take his employees into part- 
nership.” 


The board of directors of Edison 
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Brothers Stores, Inc., St. Louis, Mo., 
has voted an employees’ Christmas 
bonus of $50,000. All regular store 
and office employees will receive 
no less than one week’s pay, plus. 


* * * 


JOSEPH DAOUST, for forty-five 
years a shoe manufacturer in Mon- 
treal, says: 

“T am convinced that there is 
little chance of a Canadian price 
increase unless war breaks out be- 
cause in the last few years the price 
of hides has increased over 100 
per cent yet the price of shoes has 
gone up only seven per cent. This 
competition is too great in Canada 
at the present time. There are 225 
manufacturers in the country where 
100 would be sufficient. The annual 
consumption of shoes in Canada is 
only about 19,000,000 pairs—less 
than two pairs per person per year 
—which leaves most of the 225 
factories running at 50 per cent 
Capacity. . 

“Over the last thirty years there 
have been at least fifteen manu- 
facturers going out of business each 
year. This terrific competition will 
keep prices down, barring, of 
course, the outbreak of war. The 
situation is one of ‘frozen prices’ 
in the retail and consumer fields, 
with tanners, shoe manufacturers 
and retailers alike long realizing 
figures below replacement costs.” 
























S6THIS idea of big boys, boys of 
the high school age, not being in- 
terested in what is right and proper 
from a fashion angle is all poppy- 
cock,” says M. Kalsman, shoe 
buyer for the Silverwood stores in 
Los Angeles. It seems that the ad- 
vertising department of the Silver- 
wood stores has prepared a tech- 
nicolor film which shows a high 
school boy calling on a girl. The 
girl remonstrates with him, saying 
she will not go out unless he dresses 
in better taste. She calls a Silver- 
wood representative, who proceeds 
to show them both just how the 
boy should dress. As the film is 
shown in exact colors, a tremen- 
dous amount of interest is aroused 
in the showing. 

Continuing, Mr. Kalsman said: 
“A lot of shoes are always taken 
along when we show this film, and 
while we sell everything for the 
young fellows to wear, shoes al- 
ways attract more interest than any 
other article of wearing apparel. 
This film lasts a half hour. Then a 
lecturer talks the other half hour 
to a high school audience of both 
girls and boys. We have found it 
best to include the girls, for they 
have a great influence on what the 
boys wear, much more so than 
parents, for that matter. the films 
are shown in the high school audi- 
toriums during school hours to only 
the senior classes. 








"Shine, Mister? Won't cost you a cent." 
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A “grand old man of the shoe trade,” George J. Marott of Indianapolis, second from left, will be 78 on December 10th. 


He started as a shoe clerk in 1875 and he owns and directs one of America’s largest shoe stores. In 


the picture, reading 


left to right, are: Frank North, director of publicity; Mr. Marott; Ruth Brine, stylist and hostess; Herman Young, buyer; 
Maurice King, salesman; John Renner, salesman; Ed. Walsh, salesman, and Jack Burd, manager of new “Fashion Guild 
Salon,” recently added to the Marott Shoe Store, where photo was taken. 


FFOR sixty years southern Indiana has been the center 
of the population of the United States, and 14 miles 
from the exact, geographical center of state is Indiana’s 
capital, Indianapolis, with a population three times 
greater than that of any other city within the state. 
Dominating northern Indiana are Fort Wayne and 
South Bend. 

Seat of government of Indiana since 1825, Indian- 
apolis is hub to more than a million people living 
within a 60 mile radius. Not a one-industry town, it 
does not experience business extremes. From 25 per 
cent to 35 per cent of Indianapolis’ department store 
business, as shown by their own charge account records, 
comes from out of town. 

Most important Indianapolis industry is meat pack- 
ing, second is foundry and machine shop products, 
third is wearing apparel. Each important community 
is known nationally by one or another distinguishing 
feature, and while the fame of the annual Indianapolis 
Speedway contest knows no bounds, it may not be 
known that some of the finest tomatoes in the world 
are grown in this this city’s trade area. 

One of the grand old men of the shoe industry, 
George J. Marott of Indianapolis, will be 78 on Decem- 
ber 10, 1936. Since 1884 in the shoe business, Mr: 
Marott owns and actively directs an establishment that 
is said to be the second largest shoe store in the world. 


by ALBERT WHIPPLE MORSE, JB. 


“Our trade has been very satisfactory all the Fall,” 
relates Mr. Marott, who started as a shoe clerk in 
1875. Marott shoe departments are stocked for a great- 
ly increased business during the Winter. Ladies’ shoes 
sell from $4.95 to $10.50, with the volume of sales 
from $8.50 to $10.00, in the main-floor department of 
Marott’s, and in the ‘fashion guild,” fourth floor de- 
partment, ladies’ shoes are bought at $3.65. In the 
Marott basement, ladies buy shoes from $1.57 to 
$3.95, mostly at $2.95. 

Men pay from $4.00 to $12.00, mostly $6.00, in their 
second-floor department at Marott’s, while basement 
prices on men’s shoes range from $2.45 to $3.95, with 
most of the volume at $3.30. Marott offers children’s 
shoes from $1.00 to $7.50 on the third floor, with the 
volume point at $4.95. 

“There is a lot of business lost by not making sug- 
gestions,” is the reminder of E. J. Bradley, buyer of 
ladies’ and children’s shoes for L. S. Ayres & Co., 
Indianapolis, department store. “And the smart man 
who suggests is the one who makes the sale. 

Slippers, we find, are sold more through sugges- 
tion, with suggestive selling on the floor, by displays, 
and through cooperation with other departments, than 
from having women come in and actually ask for them. 
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INDIANA 
Buying Better Shoes 


America’s Population Center for 60 Years, Hoosier State 


Comprises a Varied Market and Its Merchants Look For- 


ward with Confidence as Industries Reflect the Rising 


Tide of Prosperity. 


Mr. Morse Writes Another Chapter 


of Observations in His “High-Ways to Business’? Series 


Women are as apt to forget about buying slippers, 
even though they need them, as men forget about get- 
ting collar buttons. 

“The steady increase in shoe sales ranges from 
$12.50 up—that is where our increases are. The in- 
crease in sales of better grades of shoes has been ‘steady 
throughout the entire Fall season, and from observation 
we feel that the coming Winter months will show the 
same sales increase. 

“We sell ladies’ shoes from $5.00 to $18.75, with the 
volume of sales from $8.50 to $10.50. Our children’s 
shoes are priced from $2.69 to $7.50, and most of them 
are bought at $4.50.” 

Men buy shoes from $5.50 to $12.50, with the vol- 
ume point at $8.75, at the Indianapolis Florsheim 
store, which recently completed delivery of 120 pairs 
of military field boots sold on a competitive bid basis 
to the Indiana state police, to replace a lower-priced 
boot which they had been wearing. 

“There is a definite uptrend in quality,” observes 
Florsheim manager L. H. Crockett. “The man who has 
been buying cheaper shoes is grading up, and we par- 
ticularly notice the return to our store of 1929 and 
1930 customers who went to cheap shoes for a few 
years. I look for our steady, upward trend in business 
to continue through the Winter. The prospect for 
Winter is toward heavy shoes, heavier soles and uppers, 
with more heavy brogue types than last year.” 

A 27 per cent gain in the first nine months of 1936 
over last year is the record of H. P. Wasson & Co., 
Indianapolis department store, in ladies’ shoes, as 
reported by C. J. Henry, ladies’ shoe buyer, who in- 
sists with his salesmen, “Show the merchandise. Show 
plenty of it in all styles, patterns and colors. Work 
for multiple sales. More sales are lost by not showing 
enough merchandise than from confusion on the cus- 
tomer’s part resulting from seeing too many pairs.” 


There is a definite point for every shoe purchased 
by the store, and Mr. Henry makes sure that every one 
of his salesmen is familiar with these points. Wasson 
sells ladies’ shoes from $5.00 to $16.75, with the 
volume point at $6.50. 

“Prospects for Winter are very good,” Mr. Henry 
looks ahead, “with the public ‘trading up’ more than 
in past years. Gold and silver kids will be the out- 
standing Winter shoe for formal.” 

Paul R. Leim, shoe buyer for L. Strauss & Co., 
Indianapolis men’s furnishings and clothing store, 
predicts: “There will be a nice increase in business all 
through the Winter, judging from what business has 
been so far this Fall. Ever since the first of the year 
there has been a steady increase, and our Fall sales 
showed a 25 per cent improvement over last year. Fall 
business in 1936 was better than it has been for the 
last four or five years. 

“The average customer’s wardrobe is depleted. They 
have been going so long without buying anything that 
they want to dress up, and there is no objection to 
prices. The man who bought $5.00 shoes is going to 
$7.50, and the former $7.50 man is buying $10.00 
shoes. 

“Men buy our shoes from $3.95 to $18.75, with the 
volume at $4.95, and our boys’ shoes sell from $1.98 
to $4.95, mostly at $3.98.” 

In the Shoe Salon of The Wm. H. Block Co., Indian- 
apolis department store, ladies’ shoes sell from $5.50 
to $16.50, with the volume between $6.50 and $8.50, 
and in’ another ladies’ shop all the shoes are priced 
at $3.96. 

“Prospects are much better than they were a year 
ago,” recalls Harry Lasky, buyer of ladies’ shoes for 
Block. “There was early buying this year, and this gives 
us a chance to sell an extra pair of shoes for late Fall. 

[TURN TO PAGE 50, PLEASE] 














WHY take inventory? One answer is obvious—to 
find the total dollar value of our stock and from that 
figure to determine the year’s profit. 

But if our view extends no farther than that, our 
vision is limited indeed. We are passing up the year’s 
best opportunity to discover many things about our 
business which can be learned in no other way than by 
digging beneath the surface of our inventory. 

Let’s discuss how a real inventory is taken and what 


it means. 
First, Preparing the Inventory 


Before the date set for inventory everyone pitches 
into the task of straightening up the stock. Reserves are 
brought from the stock room, empties are thrown out 
and the whole stock is straightened up ready to be 
counted. 

Shoes which arrive within the last few days, if not to 
be invoiced, are carefully segregated and tagged “Do 
Not Invoice.” The bookkeeper is careful to hold out the 
invoices for these shoes, at-the same time making cer- 
tain he has an invoice for every pair that goes into the 
inventory. 

Then we make up our minds just what questions we 
want our inventory to answer. Inventory sheets are 
cheap. We decide to use plenty of them. No use filling 
a sheet up with all kinds of shoes. Be wasteful. Put 
just one kind of shoe on a sheet. Maybe two. Then 
start a new sheet. 

We plan to list each shoe in detail so we can go 
through the sheets later and make separate totals for 
each material, each heel height, each price line, each 
manufacturer, each age group. 

Hard? Not at all, if the proper thought goes into the 
preparation. We use ordinary inventory sheets, avail- 
able at any stationer’s. But we make our own headings 
like those shown in Fig. 1. 

Stores which use the Retail System of Inventory will 
not use the cost columns at all. But most of the smaller 
shoe stores take inventory on the cost basis, each carton 
being marked with the cost in code. 

We fill in these code costs as we go along, leaving 


the final inventory cost to be filled in later. This allows 


, 


time for careful study of those shoes which must 
invoiced at a reduced price. Remember that when‘ we 
invoice a shoe at less than the cost code on the carton 
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: 


Make This Inventory 


we must change this code mark to the cost taken in the 
inventory in order to keep our “book inventory” 
straight. 

What time of day shall we take inventory? After 
the store is closed! This business of taking inventory 
while waiting on trade is absolutely wrong. Shoes are 
comparatively easy to invoice. Few stores cannot be 
finished -easily in one evening. So why rush things at 
the risk of getting them wrong? 

We number every inventory sheet. We check each 
one out and check it back again to make sure none is 
lost. 

Now as fo Taking the Inventory 


And so we begin. We work in “teams,” usually an 
old head and a new head. Each team starts at a specified 
place and takes everything in its path. No skipping 
about. No overlapping. 

On a “team of three” the first man counts alone. On 
cach section he hangs a piece of scratch paper. On it 
he writes the stock number and the pairs on hand. His 
team mates follow. One rechecks this first count and 
calls off the description. The other writes it all down, 
calling back the count. 

Some prefer to work in “teams of two.” The fir.’ 
man counts and calls. The second repeats and writes. 
Whenever the first man stops he pulls out the last 
carton three or four inches—always. He leaves this 
out till he has counted the next style, then pushes it 
back while pulling out the last carton of this next style. 
He always knows exactly where he left off. And he can 
count each line twice while his partner is writing the 
description. 

To be sure of our count on window shoes we take 


























BOOT AND SHOE RECORDER, December 5, 1936 


Worth Something 







How to Prepare for It and How to Take It, So 





all window boxes out of the stock beforehand. We 
save them to be replaced later. In the place of each 
window carton we put an empty upside down. We do 
not count them. Instead, we invoice the shoes in the 
window, pair by pair, all at one time. The same ap- 
plies to interior displays. 

We begin a new sheet every time we come to a dif- 
ferent kind of shoe. On the first line we put a heading 
such as “Blue Kids” or “Patent High Heels.” As we go 
along we put many sub-headings to indicate plainly 
each subdivision we come to. No crowding. 

Whether or not we shall invoice C. O. D. will-calls 
depends on how we handled the original sale. If a 
customer has paid $2 down on a $5 shoe, we invoice our 
$3 equity in the shoe if only $2 of the sale lias gone 
through our books. But if we originally recorded it as a 
$5 sale with $2 paid on account, then we do not invoice 
the balance at all. 

We do not forget to invoice charge-backs that have 
been returned to the manufacturer, but for which no 
credit slip has been received. We list also any shoes 
that may be out on memorandum, as samples to 
physicians or hospitals. 










it Will Really Tell the Story of Your Business 


by MURRAY C. FRENCH 


When taking the findings department we are careful 
to take only merchandise—stock carried for resale. We 
do not invoice stretchers, pads or any other item that 
is an expense rather than merchandise. 

The important act on inventory night is to get every- 
thing properly listed. Pricing it can come later. The 
general rule is to price each item “at cost or market, 
whichever is lower.” Pricing is no problem on new 
shoes. On older goods that have depreciated, the best 
guide is to take what they are really worth at retail, 
then discount that figure by the amount of the original 
markup percentage. 

There is no such thing as a conclusively accurate dol- 
lar total to any shoe store inventory because the inven- 
tory price of so many of the items has been a matter of 
individual judgment. Nevertheless, experience has 


shown the futility of pricing the stock above or below 
its real value in order to force the inventory to show an 
abnormally high or low total. So we make an honest 

[TURN TO PAGE 53, PLEASE] 


If you would make certain to turn 
your shoes into profit dollars, make 
sure that you take an accurate in- 
ventory and interpret it correctly by 
using the formulas contained in 
this article. 
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MORN R SHINE 
ING — RAIN ° 
or AT THE STROKE OF NINE 














RECORDER SHOE 


ING THE WAY 
pag ARMY OF 






This newspaper ad layout is one that 
can be adopted to any size space you 
may wish to use. Notice that the 
top section stands out boldly without 
the need of typographical tricks—and 
the merchandise columns of the ad 
are easy to read. 


Sales That Make Sense 
Make Dollars 

















SOON the January price thaw will lead to floods of Sy B. E. ANDRUSS 
printers’ ink throughout the land—much of it, un- 
fortunately, merely bluster and bunk that gets nowhere various units; then the preparation of the various 
and says nothing. units; then the assembling of the units. 

The main reason that sale time price reductions lead Advance planning and preparation is more impor- 
to verbal inflation is one that can and should be _ tant to the smaller store than to the bigger store (which 
avoided—Last Minute Preparation, or, to be more is more likely to do it) because the smaller store lacks 


exact—Lack of Preparation. 

Too many advertisers mistake a string of senseless 
superlatives for a tremendous emotional appeal, capable 
q of arousing the public to such a pitch that they will 
: trample each other to get into the store. They forget 

one thing—You Can’t Sell Sincerity Short and Make 
a Profit. yer ” 
Do what the reader does—Delete All Superlatives 
and see if what’s left makes sense. 
The best preventative against an attack of verbal in- 
flation is planned promotion. Building a sale time ad- 


vertising program should be handled like a construc- iu boli 
tion job. First the big idea; then the planning of Yay tesa Ty cos dao 















9AM THURSDAY 
RAIN OR SHINE 
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Sincerity and Showmanship Beat Bunk 
and Baliyhoo in Staging a Successful 
Clearance Sale after Holiday Season 


the facilities and finances to do a last-minute job suc- 
cessfully. 

Having checked stocks and determined that a general 
clearance sale throughout the store is in order, check 
your promotion budget also, so that you know just 
where you stand. Inasmuch as the January sale of 
shoes averages under 6 per cent of the yearly business, 
based on monthly sales averages, it is evident that 
you'll need to do a lot with a little money. The planned 
program enables you to know just how, where, when 
and why you are spending your money. 

Choose a symbol or slogan (or both) to dramatize 
the idea of the sale—thrift and action. Be sure it has 
attention compelling interest, for its purpose is to set 
your advertising and displays apart from all others, 
and to give continuity to the campaign. 

If you cannot have special art work or engravings, 
look through the mat services at your newspaper office 
for a sketch that will meet your requirement. 

Next, take care of newspaper ads—making up a dis- 
tinctive compelling, easy-to-read layout that can be 
used for the whole sale campaign, and write the intro- 


The poster (done in blue on white) is 
flanked by lettered panels which can be 
reversed (white on blue). The curved panel, 
extends about two to two and a half feet 
from the background. It is white lettering 
on blue. The floor, sloping is white. Sale 
shoes are grouped by prices as indicated. 


JO 


WOMEN’S 
SMART SHOES 
MARCH OUT 

AT GREAT 
BIG SAVINGS 


3.95 














“ 
SHOES GROUPED BY SALE 








ADVANCE NOTICE 


Semi Annual Sale Recorder Shoes 
For Men, Women, Children at 


VERY SUBSTANTIAL SAVINGS 


Shop during courtesy dates for 
best selection—January to 


This sale will be advertised to the 
public (day and date) 


A teaser ad plus a little 

announcement makes a 

good “advance notice” to 

customers; print in blue 
on white papers. 


ductory copy for the big announcement. Also, make 
up a schedule of space and dates for follow-up ads. 
The progress of the sale will give good copy ideas for 
these ads. 

Limit the sale to nine or ten days—thus getting in 
two week-ends, without letting the sale get “draggy.” 
If necessary, come back a couple of weeks later with 
a final clearance of odds and ends at drastic reductions, 
if you have more shoes than a window sale or bargain 
tables can sell more readily. 

Teaser ads are worthwhile—they arouse interest, and 
get the attention of additional readers. “Tie-up” again. 
The cheerful bandleader sketched, would make a great 

[TURN TO PAGE 38, PLEASE] 


SAVE! 


LEADING 
THE WAY TO 
SHOE SAVINGS 
FOR AN ARMY OF 
THRIFTY WOMEN 


6.85 











RICES” 
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UNDER the illusions of prosperity, this cockeyed 
world seems to be riding along at a rapid rate. Few 
people knew how to make money on a declining mar- 
ket; but undoubtedly there were many operators in the 
stock and financial markets who knew when to buy and 
when to sell as the slide continued into the very depths 
of the depression. But most everyone prides himself on 
the ability to make money on a rising market; the time- 
honored custom being to buy low and sell high. So 
in the spirit of “riding high,” let’s look at the picture. 

At the moment, we are seeing in the stock market and 
in the material market, the results of a nation and a 
world trying to make speculative money at the greatest 
possible rate of speed. It is this movement of buying 
and selling that gives the illusion of prosperity and 
maybe that is, in itself, the beginning of real prosperity. 
In the madness of the crowd, money is not to be made 
by everyone. But, in those industries that have great 
speculative attraction, there is “much doing.” 

It may be rather painful to indicate once again that 
shoes and leather are not subject to these wild swings 
of the pendulum between terrible losses and tremendous 
gains. But the very momentum of what’s going on in 
the world, will soon have its effect on shoes. One cannot 
stand by the wayside, even in shoes, and let the cavalcade 
go by. All industry, all workers, all capital are swept 
into the line of march. Whether the direction is right or 
wrong, the flow is irresistible. 

In practically every other line of business activity 
there is an upward trend in prices in sight. After cur- 
rent inventories are exhausted, it is reasonable to expect 
a similar movement in leather and shoes. In the textile 
field, at the moment, production is months behind in- 
ventory-wants. Textile prices are rising and are already 
having their effect upon linings and threads and mate- 
rials in shoe use. Leather cannot be far behind, for one 
has but to know the price and demand for splits, to 
see that erstwhile Cinderella of the leather business now 
strutting the fashion highway. If all prices rise from 
farm products to labor, then shoes must march with 
the multitude. 

Speaking about labor, the American Federation of 
Labor says: “We must plan for a progressively rising 
wage level that will eventually create production for a 
comfort living standard. That industry can eventually 
pay the comfort price is unquestioned; for, provided 
distribution of income is equitable, capacity operation 


She Editors Ouldook 


ARE HIGHER PRICES IRRESISTIBLE ? 
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By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


of our industries will in itself create the wealth neces- 
sary to pay it.” 

Labor has become the prime factor in the new price 
picture. It has seen record dividend payments, record 
bonuses and wage increases within the past month. It 
has marveled at industry’s courage of its own contradic- 
tions for, prior to election, industry was decidedly “poor- 
mouth” and following election, a most startling spend- 
thrift. Labor naturally does not analyze too closely the 
reason for this Dr. Jekyl and Mr. Hyde behavior, due 
in large measure to the excess profit tax situation. 

The bitter battle of prices is still to be fought in shoes. 
It may be the paramount topic of the National Shoe Fair 
and then again it may dribble on into Springtime, for 
strange to relate, at the moment, the retail shoe business 
is virtually flat on its back. 

The outlook for Spring is much more pleasant than 
the immediate; and if higher prices come, and it is 
reasonable to expect them in the light of what is going 
on in every other line of business, let’s give some thought 
to the frozen fixed price situation that the industry is in 
with the so-called miracle $2.95, $3.95, etc., price levels. 

Shoes made to meet a price are, at the moment, in a 
straight-jacket. The very rigidity of prices in stores that 
sell exclusively at some miracle price are a dangerous 
indication of the lack of price freedom in this industry. 
It cannot give its best to the consumer—when quality, 
service and salesmanship must fit a price. 

If the pressure on raw material prices and the pressure 
of wages and the pressure of restriction of hours all go 
into action at one time, in Springtime, fixed price levels 
will be busted high, wide and handsome. It is only 
because many manufacturers have covered their com- 
mitments for early production, that the cry of labor has 
not been heard and that hours and wages are as flexible 
as isolated communities can make them, that we haven’t 
had the issue to face before now. 

Something will have to go soon and we think it will 
be the “magic fixed price levels” for there comes a 
time when nothing more can be taken out of the shoe; 
no other ingredient can be substituted and the retail 
price must hit where it may. 
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NEW CUSTOM” 
HEEL BY 


PELE) 8} AVA Ge Rr | @ IT’S “PART OF THE SHOE” 
pREAGE Uy\om & Ey. @ ALL RUBBER 
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HE Goodyear Custom Heel is a finer rubber heel — both in quality and 
appearance. It costs more to build than ordinary rubber heels. 


Shoe manufacturers pay more for the Goodyear Custom Heel and there is a 
good reason why they are willing to pay more. They recognize that a higher- 
quality, longer-wearing, better-looking rubber heel enhances the appearance 
of shoes and makes them easier to sell. Therefore, manufacturers who put 
the Goodyear Custom Heel on their finer shoes pass on a plus value in 
Sales Appeal to shoe retailers. 


MORE PEOPLE WALK ON coon HEELS THAN ON ANY OTHER KIND 


When writing advertisers please mention Boot and Shoe Recorder 





for Spring 


Giving Complete 





THE famous crown jewels and other royal regalia of 
Great Britain, together with the magnificent regal vest- 
ments and robes, provide the inspiration for a rich 
color collection, just presented by the Textile Color 
Card Association in honor of the coming coronation 
of King Edward VIII. This de luxe brochure, which is 
dedicated to the British Sovereign, has been issued by 
the Association because of the marked influence of the 
Coronation on the Spring fashion movement. In keep- 
ing with the opulent note of this great ceremony, the 
booklet is bound in purple silk moiré and has a golden 
cord and gold printing on the cover. 

The twelve royal shades, together with the interest- 
ing descriptive data accompanying them, are based 
upon personal research done at authentic historical 
sources in London by Margaret Hayden Rorke, manag- 
ing director of the color organization. In addition to 
portraying an important group of fashion colors 
symbolic of the pomp and splendor of the Coronation, 
the brochure is intended to serve as‘a useful historical 
record of the celebrated crown jewels of Great Britain, 
as well as the ceremonial robes worn by the King and 
other notables. 


EDITOR’S NOTE: This new series of Coronation 
Colors was designed for use by fashion industries in 
general. The four royal colors already developed 
for the shoe industry blend closely with correspond- 
ing shades in this general card. Crown Gold blends 
with Imperial Gold; King Purple with Regal Purple; 
Regal Blue with Knights Blue; Royal Red with 
Royal Crimson. The lighter jewel colors will offer 
inspiration for sandals and trims. 





CORONATION 
To Be COLOR MOTIF 


Color Card Association Issues De Luxe Brochure 


Story of Coronation 





Colors, Their Meaning and Fashion Significance 
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A significant feature of the booklet is the romantic 
story of great gems in the royal regalia, which are 
steeped in history and tradition. These include the 
Black Prince’s Ruby, Queen Elizabeth’s Pearl Earrings, 
St. Edward’s Sapphire, the Stuart Sapphire and the 
great Koh-i-Nur and Star of Africa diamonds. Mention 
is also made of the famous Order of the Garter and of 
the regal symbolism of gold, purple and crimson, the 
radiant colors of the King’s ceremonial robes. 

Following are the twelve Coronation colors, together 
with excerpts from the descriptive and historical data 
accompanying them. Under the caption of “Crown 
Jewel and Other Royal Regalia Colors” are: 


CROWN RUBY ... The ruby of great historic value 
in the royal regalia, notably the huge gem called the 
aes Prince's Ruby, set at the front of the King's State 

rown. 


CROWN SAPPHIRE . . . Valuable sapphires promi- 
nent in the regal emblems, especially the se 
St. Edward's Sapphire and the Stuart Sapphire adorning 
the King's State Crown. A precious sapphire also in the 
King's Coronation Ring. : 

CROWN PEARL .. . The King's State Crown em- 
bellished with four great pear-shaped pearls, said to 


have been the earrings of Queen Elizabeth. Other costl 
pearls in St. Edward's Crown, or the Crown of England. 


CROWN EMERALD .. . Many precious emeralds in 
the regal insignia, including the King's three crowns, the 
royal sceptre and the orb. 


ROYAL AMETHYST . . . A beautiful ball-shaped 
amethyst in the royal sceptre-just above the famous 
"Star of Africa” diamond. Another huge amethyst over 
the King's golden orb. 

[TURN TO PAGE 35, PLEASE] 
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PROFIT by giving these people what 
they want—1n the Original Z ipper 


Co built to style specifications! 
That describes Goodrich galoshes — 
which are the Original Zippers. And they’re 
still profit-leaders in thousands of stores 
throughout the country. 

Typical of the Goodrich policy, these ga- 
loshes were perfected after finding out what 
people wanted—then answering the demand 
fully. These galoshes fit perfectly and are also 
easier to put on and take off—another big 
selling point with women today. 

There is a complete line of galoshes by 
Goodrich, including snap-fastener models 
as well as zippers, all smartly styled and in 


by GOODRICH 


various price ranges to meet the demands of 
your trade. Furthermore, galoshes by Good- 
rich provide profit-making features which 
people want. 

Use the Goodrich line—for greater vol- 
ume and profits. 


je 


B. F. GOODRICH COMPANY 
Footwear Division Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, IIl.; 
Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; Detroit, Mich.; 
Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New York, 
N. Y.; Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Fran- 
cisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 
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TO VOLUNTEER 


A TWO DAYS’ session of the Board of Directors of 
the National -Retail Dry Goods Association in Atlantic 
City, November 20 and 21, resulting in the drafting of 
a code of trade practices to be recommended as a 
“voluntary NRA” for retailers. A four-point program, 
covering the relations with producers, employees, con- 
sumers and the government was drafted and it pro- 
vides for model state laws covering hours and wages 
and cooperative agreement between producers and 
retailers; together with sales policies and contacts 
with the consumer. 

In outlining the scope of the suggested voluntary 
pact, the board said: “The public interest demands the 
reduction of unemployment, the greatest possible econ- 
omy in the distribution of goods and services con- 
sistent with the constantly improving standard of living 
and the promotion of a better understanding between 
retailers, consumer, governmental agencies and pro- 
ducers. The National Retail Dry Goods Association 
believes that the public interest is best served by a 
voluntary agreement among distributors upon the cer- 
tain fundamental basic regulations of business prac- 
tice. It believes that we need clear laws to regulate 
the scope of competition and the preservation of its 
freedom, and that State laws are needed to preserve 
the health of society and the nation’s economic future.” 

The text of the proposed voluntary code for retailers 
is as follows: 


Proposed Vendor-Retailers 
Trade Practices 
1. PurRPosE 


“For the past 25 years, the NRDGA has been en- 
gaged in helping the retailer do a better job. 

“The NRDGA was a pioneer in crystallizing and giv- 
ing voice to the growing appreciation that all trade 
practices in distribution must be considered first in 
the light of their effect upon the consumer. 

“There is need, on the part of manufacturers and 
wholesalers, and retailers, to organize for the purpose 
of remédying conditions in their respective industries, 
so long as their actions are also to the best interests 
of the consumer. 

“We believe that the successful retailer must be an, 
honest purchasing agent for his community and as 
such is entitled to the enthusiastic cooperation of 


wholesalers and manufacturers. Any trade practices 
which interfere with this retail function will effect 
customer, retailer, wholesaler and manufacturer ad- 
versely. 

“There is need for a broad, comprehensive statement 
of these trade practices which should govern the rela- 
tions between vendor and retailer utilizing past ex- 
periences and the materials prepared by the Trade 
Practice Conference findings of the Federal Trade 
Commission. These should‘be written with the interest 
of the consumer as well as the retailer and vendor in 
mind. Such trade practices will forestall any con- 
troversies which are bound to arise in the necessarily 
implicated business of distribution. 

“Provisions should also be made for arbitration to 
settle any controversies that may rise in the inter- 
pretation of these trade practices. 

“For purposes of definition: 

“A. A vendor is assumed to be an individual, part- 
nership or corporation engaged in the business of 
selling merchandise direct to the retailer who has a 
fixed and separate place of business devoted to this 
purpose. 

“B. A retailer is assumed to be an individual, part- 
nership or corporation, engaged in the business of 
selling merchandise direct to the consumer, who has 
fixed and separate place of business, devoted to this 
purpose. 

“C. A consumer is assumed to be an individual, 
partnership or corporation which purchases merchan- 
dise from the retailer for consumption. 


2. Venpors’ RELATIONS COMMITTEE OF THE NRDGA 


“The Vendors’ Relations Committee was formed for 
the purpose of, and is most desirous of, establishing 
closer cooperation and more cordial relations between 
groups of vendors and retailers and to this end the 
Vendors’ Relations Committee will always be very glad 
to sit in conference with representatives of vendors, 
discuss in a friendly way mutual problems, and agree 
wherever possible on fair trade practices. 


3. TRADE PRACTICES 


“1. Misuse of Testimonials—If testimonials are to 
have any merit in promoting the sale of merchandise 
they must be bona fide, voluntary and not paid for in 
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BREASTLOCK 


SOMETHING 
REALLY NEW 


“Cuban"heels as high as you want them 
—up to 24/8—heels that are more se- 
cure even than 12/8 cuban heels, never 
“kicking under” or “kicking back.” 


Heels which enable you to use much 
smaller and shorter soles, saving one 
to three cents per pair. 


High heels that eliminate the costly 
and difficult flap laying required on 
continental (boulevard) and regular 
Louis heels. 


For further information write us or the 
nearest Mears factory 


Factories at 
Columbus, Ohio St. Louis, Mo. Lawrence, Mass. 
Auburn, N.Y. Conway, N. H. 


F. W. MEARS HEEL ele Inc. 














any manner, and be capable of substantiation. The 
retailer who uses them has every right to assume that 
the vendor who supplies them has subjected them to 
the foregoing tests and that in‘ passing them along to 
the consumer, is doing so confident that there is no 
misrepresentation. 


“2. Betrayal of Confidential Information—In line 
with general ethical practice, the details of relationship 
between individual vendors and retailers, are on a 
confidential basis and such details should not be 
divulged unless under conditions prescribed by law. 


“3. Guarantees—Guarantees as to serviceability, etc., 
are made by the vendor to the retailer and sometimes 
through national advertising direct to the consumer. 
Since the consumer deals with the retailer, the latter 
should be authorized to act for the vendor. In some 
cases the retailer may wish to go beyond the guarantee 
of the vendor and under such circumstances must as- 
sume the additional responsibility. This should be a 
matter of specified understanding between the vendor 
and the retailer and in no case should the consumer 
be made a victim of any misunderstanding between 
retailer and vendor. It is the retailer’s responsibility 
to inform the consumer of the terms and conditions 
of the guarantee. 


“4. Classification of Retailers for Price Pur poses— 
Any arbitrary classification of retailers on the basis 
of function or any other such basis is unfair to both 
the retailer and vendor. Pricing should be controlled 
by economic factors and each vendor should be free 
to make his own terms of sale with each outlet. Only 
by such policy can the consumer interest be served 


through legitimate management savings. 


“5. Return of Merchandise—This was tabled for 
the present. 


“6. Sale of Merchandise to Retailers on Consign- 
_ment—There is nothing inherently unfair in consign- 
ment selling. Such selling provides a method of secur- 


TRADE CODE. 


Directors of the National Retail Dry Goods Asso- 
ciation Prepare Text of Proposed Trade Practice 
Agreement Covering Manufacturer, Retailer, 


Employee, Consumer and Government Contacts 





ing consumer acceptance of new merchandise, transfers 
dead surplus stock to active selling in retail establish- 
ments and provides a proper method of vendor to 
control legitimately and legally the resale price of his 
property. It should not be prohibited. In the interest 
of both vendor and retailer, the shipment of mer- 
chandise on consignment should be made only under 
specific agreements setting forth the complete con- 
ditions of the consignment. 


“7, Commission Buying—The practice of a vendor 
supplying merchandise through a commission buyer 
to a retailer and paying a commission to such com- 
mission buyer is ethically unsound. A commission 
buyer represents the retailer and is obligated by the 
very nature of the relationship to work for his best 
interests. The fact that the party with whom he is 
dealing, the vendor, pays him for the service makes 
such an attitude difficult if not impossible. Such a 
situation quite generally is not in the interest of retailer 
and consumer. Furthermore, the vendor spreads such 
commission costs over distribution costs of selling 
other retailers who employ buyers at their own expense. 
This practice is obviously unfair to such retailers and 
to such consumers as they serve. 


“8. Allocation of Costs Due to Taxes—Usually tax 
laws prescribe the incidence of a tax. If in ‘accordance 
with the statement of the law the tax becomes a part 
of the cost of doing business of the vendor or retailer 
upon whom it is levied, it should be absorbed in the 
price and should not be billed or charged as a sepa- 
rate item. 


“9, Ordering of Merchandise—To avoid any possi- 
bility of misunderstanding between retailers and ven- 
dors, retailers should not request shipments, and 
vendors should not make shipments except on the 
basis of a written order agreement specifying prices, 
datings, trade discounts, each discounts, f. o. b. arrange- 
ments, instructions for shipment and all other data 
necessary for a clear understanding of the terms of sale. 

[TURN TO PACE 39, PLEASE] 
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World’s Tallest Hotel Second Tallest Hotel 
The Waldorf-Astoria « N.Y.C. The Sherry-Netherland + N.Y.C. 
625 ft. 620 ft. 


but the WORLD'S BIGGEST MAGAZINE 


is double the size of the second biggest! 


CIRCULATION 


ONCENTRATING 87% of its nearly 6,000,000 weekly 
C circulation in the biggest buying areas in the 
nation, The American Weekly proves itself the great- 
est single selling support any retailer can have whose 
merchandise consists of the everyday necessities and 
luxuries of life. 

There are, 3,074 counties in the country, 624 of 
which contain all cities of 10,000 or more population. 
81% of all retail sales are made in these counties by 
68% of all the country’s families. In these 624 counties 
87% of The American 
Weekly’s circulation goes 
into the buying homes 
every week! 

The nearly 6,000,000 
circulation of The Ameri- 
can Weekly is double that 


THE 


Circulation 
in the World 


The 
AMERICAN 


WEEKLY 





NEAREST 
COMPETITOR 


CIRCULATION 


NEARLY 
6,000,000 


of any other magazine—by far the world’s mightiest 
selling force. And this sales-building support is given 
retailers by manufacturers who use its advertising 
columns to reach the world’s richest market! 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the great Hearst Sunday 
Newspapers. In 627 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly concen- 
trates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 


In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 
. . and, in addition, more than 2,000,000 families in thou- 
sands of other communities, large and small, regularly buy 
and read The American Weekly. 


ERICAN 
FEKLY 


“*The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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Physical (Culture Shoe 


PORTSMOUTH, OHIO 


New York Sales Office: 130 West 42nd Street 
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THIS is a season of the year when newspapers are 
filled with advertising. Not only is the interest in 
Winter wearing apparel and other cold weather mer- 
chandise at its height, but also the Christmas gift pro- 
motions of department stores, apparel shops and 
specialty stores of all sorts are getting well under way. 
With the present outlook for an extraordinary volume 
of holiday business, it is reasonable to anticipate that 
this year’s Christmas advertising will be tremendous. 
Under such circumstances there is a tendency on the 
part of some shoe stores to curtail their newspaper 


‘advertising a bit, or to concentrate most of it on Christ-. 


mas specialties other than shoes. The wisdom of this 
policy, if carried too far, seems open to question: on 
several grounds. 
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Selling More Shoes 


For the Holidays 


Wirna more prosperity, more travel, more festivity 
and fashionable entertainment, stores should adver- _ 


tise shoes, as well as gift accessories, this December 


December is normally a good month in shoe stores, 
but a very considerable portion of the business in this 
month is likely to come from specialties other than 
shoes. Such business, of course, is most welcome and 
should be encouraged by every possible means of pro- 
motion. Nevertheless, shoe business should not be 
forgotten and it should not be assumed that because 
holiday shopping happens to put an abnormal strain 
on the budget of the average household at this season 
of the year, customers must therefore go without shoes. 
On the contrary, holiday season and the travel, interests 
and activities that accompany it should create an wn- 
creased call for certain types and kinds of shoes, which 
for that reason should be presented to the public 
through attractive advertising in the month of Decem- 
ber. This is especially true in a year like 1936, when 
there is money for spending and purse strings will be 
held less tightly than they have been in the holiday 
seasons of recent memory. 

With reduced rates of fare and rising prosperity, rail- 
ways and transportation lines of all sorts are looking 
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Cleverly conceived layout and smart hand lettered cap- 
tion contribute much to the attractiveness of this even- 
ing footwear ad. 
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KANGAROO “ANNEP 
AMERICA By 


SURPASS LEATHER Co., . . . PHILA. 
RICHARD YOUNG Co., . NEW YoRK 
ZIEGEL EISMAN & CO., . . BOSTON 


Page 33 


A MAN'S leather—with strength 
and comfort combined 


It takes a tough life to breed toughness. Perhaps 
the fundamental reason why Kangaroo leather is 
so strong and sturdy is because it comes from a 
wild animal whose every character must be geared 
to toughness in order to exist. 

Actually, Kangaroo leather, tanned in America, is 
17% stronger, weight for weight, than any other 
leather known, scientists say, because its fibres are 
interlaced instead of lying layer upon layer. But 
the result is that it is a strong leather without being 
stiff or heavy. For the interlacing fibres permit 
pliability and softness. And the tight, even grain 
of Kangaroo takes a high, brilliant polish that 
makes dress shoes of Kangaroo outstandingly 
smart and masculine. 

Kangaroo is a man’s leather for all men — for 
young feet that are aggressive and active, for the 
business man’s feet that must be well groomed, 
and for older feet that demand ease and comfort. 
Stock shoes of Kangaroo and profit from the 
men’s trade in your town, 
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forward to the heaviest holi- 
day travel they have ever 
experienced, at least in any 
year since °29. Some be- 
lieve the sum total of all sorts of travel will be the 
greatest in history. This means a definite need for 
shoes, rubbers, galoshes, slippers, hosiery and all sorts 
of footwear, wholly apart from the gift business that 
may develop as a result of holiday gift shopping. 

When people go places they indulge in different 
activities from those to which they are ordinarily accus- 
tomed. Those who go away from home for Christmas 
will expect to participate, not only in the usual 
Christmas festivities, but in various social recreations 
and amusements, in sports and outdoor activities. This 
is especially true in the case of young people who come 
home from school and college and regard the Christmas 
holidays as a time of relaxation from the routine of 
college life, during which they expect to go to parties 
and dances, to skate, ski, toboggan and enjoy the various 
sports that are popular in whatever section of the 
country they happen to be spending their holidays. All 
of these activities indicate, broadly, the kind of shoes 
that can well be featured and promoted in attractive, 
interesting advertising this month. 

The unusual number of beautiful and interesting 
evening footwear advertisements now appearing in the 
papers from coast to coast, reflecting the promotional 
efforts of many of the most progressive and enterprising 
shoe stores, afford the best possible evidence that these 
stores are alive to this year’s possibilities in formal and 
elaborate evening footwear. Illustrations of such shoes 
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are always attractive and most of the ads this year are 
so well designed, and laid out in such an interesting 
fashion, that they seem sure to engage the attention of 
every woman who delights in these exquisite creations. 
Even the type has in many instances been chosen to 
harmonize with the elegance which the merchandise it- 
self reflects, as a glance at a few of these ads which we 
have reproduced this week will quickly indicate. Cap- 
tions and copy also combine to get the idea of the fas- 
cinating finery of these slippers over to the customer. 
For example: 

“There’s drama in these five exclusive evening shoes,” 
says Saks Fifth Avenue, New York, in the caption of 
an evening footwear advertisement that illustrates and 
describes five beautiful designs, featuring in turn lac- 
quered petals, lacquered satin, imported brocade, kid 
and draped satin. These shoes are priced at from $14.50 
to $22.50. 

“No wonder Schiaparelli chose Ming by Palter de 
Liso,” exclaims Marshall Field & Company, Chicago, 
in the headline of an advertisement showing this fasci- 
nating style at $15. “Do you stir to temple bells and 
the mood of the Orient? Or do you merely love high 
fashion? Anyway, you'll want to wear Ming, the 
original Chinese bandage sandal that Schiaparelli chose. 
Shown here in wide swathings of slipper satin—black or 
white—and fastened with a tiny dirk. Wear it and be 
an immediate sensation.” 

For daytime wear, Saks Fifth Avenue Chicago Debu- 
tante Shop recently featured alligators in oxfords, 
pumps and straps and in black, brown, blue and wine. 
“To our mind always among the smartest reptilian 
leathers,” this ad said of alligator. “It takes any kind 
of weather with its — 
sleek air of well being 
unimpaired; the older 
it grows the richer its 
lustre, and it is per- 
[TURN TO PAGE 38, 
















































CORONATION 
To Be Color Motif 


[CONTINUED FROM PAGE 24] 


ROYAL YELLOW SAPPHIRE. . . An ex- 
tremely rare yellow sapphire set in the scab- 
bard of the King's magnificent jeweled sword 
of State. 


ROYAL TURQUOISE .. . A turquoise of 
large size and great beauty inserted in the 
scabbard of the jeweled sword of State. 






Portrayed under the heading of 
“Ceremonial Robe Colors” are: 


IMPERIAL GOLD .. . Gold strikingly re- 
vealed in the majestic Coronation vestments 
of the King, including the supertunica, the 
armilla or stole and the royal robe of cloth 
of gold. Gold also resplendent in the royal 
regalia, particularly St. Edward's Crown, which 
is of massive gold. 


REGAL PURPLE . . . Sumptuous purple the 
color of the royal mantle with which the King 
is invested after his Coronation. A cap of 
purple velvet, known as a “cap of mainte- 
nance" inside each of the King's three crowns. 





KNIGHT'S BLUE .. . Inspired by the stately 
mantle worn by the distinguished Knights of 
the Order of the Garter, who hold a golden 
canopy over the head of the King while he is 
being anointed during the Coronation cere- 
mony. 


ROYAL CRIMSON . . . Suggested by the 
rich glowing color of the royal robe worn by 
the King bee he is anointed. Crimson 
mantles also worn by peers and peeresses. 


ENGLISH SCARLET... . This brilliant hue 
everywhere reflected in the glamourous Cor- 
onation pageantry. Especially outstanding in 
the dashing uniforms of high military officers, 
in the great standards of the Empire and in 
the scarlet coats of the royal pages of honor. 


A page of the brochure is devoted to 
the thrilling history of the celebrated 
Koh-i-Nor and four Star of Africa dia- 
monds, which appear in the regal em- 
blems. Another portion of the booklet 
is given over to a description of the 
famous royal regalia and the symbolism 
of its various insignia, including the 
King’s three crowns, the jeweled sword 
of State, the orb, the sceptre with the 
cross and the coronation ring. 






Window Signs Attract Attention 


Los ANGELES, CALIF.—A sign in the 
window of the Green Shoe Store is at- 
tracting considerable comment from 
passersby. It reads, “A child’s foot 
must be seen and not hurt,” while in the 
other window of this well-known chil- 
dren’s shoe store is this bit of window 
card advertising: “Be a ‘Go-Giver’ and 
not a go-getter. Giving the utmost in 
quality and service has made Green’s 
&@ success.” 

Abe Greenberg proprietor of the 
store, is a great believer in having 
some readable window cards in his win- 
dows, as he has found that customers 
invariably have some favorable com- 
ment to make on his carefully worked 
out window “talks.” 
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THE SHOES YOU'D 
BUY FOR YOURSELF 
IF YOU WERE A 


































Men whose daily work calls for a 
meticulous appearance demand 
smart footwear, but men whose 
work also keeps them on their 
feet demand a special energy- 
building comfort besides. This 
means the 3-way cushion support 
of CITY CLUB Velvet Step 
shoes made with the Premold 
seamless back, plus the full tread 
special fitting lasts over which 
they are built. Write for the 
new City Club Velvet Step folder. 


Specifications: A last for 
every foot classification. Welt con- 
struction . . . Fine selected upper 
stock . . . Soles of fine cowhide 
bends . . . Invisible nailed rubber 
heels ... Widths AAA to G, sizes 
5 to 14. Full line IN STOCK... 
Most styles priced at $3.50 to retail 
at $6.00. Terms . . . 60 days net. 
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T. W. GARDINER COMPANY 


GARDINER LASTS 


For two generations New England Shoe Manufac- 


LYNN, MASS. 








turers have proved to their own satisfaction that 






Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 







Because of its constant affiliation with New York and 






Chicago style centers, T. W. Gardiner Company is 





able to give the Shoe Trade of New England au- 






thentic service at all times. 







THE LAST WORD 


UNITED 


unre LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL /S SERVIC 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y 


f. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart a potrernco, THE LAST WORD ynitep tastco., trD. 


BROOKLYN, N. Y. U N i T FE D MONTREAL, P Q. 


UNITED LAST COMPANY 


140 FEDERAL STREEI, BOSTON, MASSACHUSETTS 
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Selling More 


fect with all town-to-country clothes. 
We're especially proud of the skins in 
these shoes for their fine quality, small- 
grained markings.” These shoes were 


advertised at $7.95. 


Features Favorable Purchase 


Meanwhile Bonwit-Teller’s Philadel- 
phia store plays up “rare Bengal lizard,” 
very specially priced at $9.75. “Many 
months ago,” the ad said, “believing in 
the everlasting chic of polished lizard, 
and its fitness for Winter wear, we pur- 
chased these rare skins .. . top quality, 
brought from the heart of India. We 
bought them early so that we could 
present them to you at this very low 
price. In black or brown, combined with 
shadow calf... and our lasts make a 
world of difference.” 

“Captivating” is the word by which 
Bendheim’s of Wilmington describes a 
new, high-throat deb pattern. “Two 
feet to exclusiveness in one of the new- 
est of shoes! As smooth-fitting as a 
glove in the way it hugs the ankle. As 
exhilarating as Indian Summer, but 
with all the grace of a sandal. Black 
or brown calfskin—with suede inlays 
moulded over the instep. Side gore of 
lastex for suaveness. More proof that, 
at Bendheim’s, exclusiveness need not 
be expensive.” 

And Hanan’s shop in North Wabash 
Avenue, Chicago, advertises a broad 
one-strap pattern in black as “a notable 
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An interesting advertisement by Saks 
Fifth Avenue, New York, suggesting cor- 
rect combination of costume and shoe. 


Shoes for the Holidays 


midseason interpretation of the high-in- 
front silhouette .. . admirably ‘tailored 
with elegance and originality .. . flat- 
tering broad strap effect accented with 
chromium buckle. Quality surpasses 
commonplace standards. This model 
shown in black suede at $10.50.” 


Early Clearance Ads Appear 


Out on the Pacific Coast Innes of Los 
Angeles advertises “Suede Shoes in 
Costume Grays Ready for Harmonious 
Ensembling” and says of the three 
styles illustrated at $8.75 and $9 with 
companion bag to match at $5: “Those 
important ‘smokey’ grays that appear 
this season in many important costumes 
may be matched in beautiful shoes at 
Innes.” 

Already some clearance ads begin to 
appear, but one way to avoid the neces- 
sity of early clearances is to push sea- 
sonable footwear, such as _ evening 
footwear and other types that will be in 
demand around the holidays during the 
remainder of this month, side by side 
with the Christmas gift specialties, such 
as slippers, hosiery and _ galoshes. 
Plenty of time for clearance sales after 
the turn of the year, and the more profit 
a store can show for its December busi- 
ness, the better showing it will make 
when 1936 totals are tabulated. So let’s 
try to do a real job in selling regular 
shoes at regular prices during the re- 
mainder of this month. 





Sales That Make Sense 


[CONTINUED FROM PAGE 21] 


“stunt,” parading the street in full 
costume, with a large “blue pencil” and 
a sign “watch for the blue pencil 
parade in Wednesday’s papers.” The 
bigger the man, the better—provided 
you can rent a suit large enough. 

After the sale starts, change the 
sign to read “Join the parade of thrifty 
folks going to (Store Names) Blue 
Pencil Parade of shoe savings.” 

Dress up your windows to tie up with 
the promotion symbol selected. Do a 
real job! Make them stand out. Ar- 
range the shoes so they can be seen 
easily. Above all, make the shoes look 
good, and the whole window attractive 
and compelling. It is very easy to “let 
down” and lose interest in the shoes 
at sale time. But when windows, and 
salespeoples’ attitude, say: “We're not 
interested in this junk” the customer 
will get the same idea. 

Dress Up Your Windows. 
Dress Up Your Store. 
Pep Up Your Salespeople. 

All of this sounds trite, ancient, and 
unnecessary! Yet these are the things 
that are receiving special attention in 
the National Retail Dry Goods Asso- 
e‘ation for 1987. And they are points 


that every shoe store should give spe- 
cial attention. 

Interior merchandise displays—called 
“visual selling” is an extremely impor- 
tant factor in retailing, and one shoe 
stores do not watch enough! You can 
have a very neat store yet show shoes 
in selling displays. 

Package enclosures (reprints of your 
announcement ad if it is merchandised) 
should be used. Most every customer 
has friends or relatives at home! Have 
show cards and price tickets in keep- 
ing with the general scheme. 

Whether you go in for telephone sell- 
ing, car cards, posters, radio and so on 
depends upon your own set-up. 

Whatever you do, give your sale event 
the care and attention it deserves. Plan 
early, get started early, and carry out 
each detail with the care and skill that 
gives your event a real chance to make 
good! 


“The National Better Business Bu- 
reau issued a bulletin calling attention 
to the damage that is being done by 
growing public criticism of advertising 
and urging an extension of its work to 
eliminate business and advertising 
frauds responsible for reduced belief 
in all advertising,” said Advertising 
Age, Nov. 16, 1936. 

Weak advertising, careless advertis- 


ing, exaggerated advertising—all react 
upon the business that uses them—just 
as tricky advertising discredits all ad- 
vertising. 

In your advertising you are giving 
your word as an honorable, responsible 
merchant that whatever you say in 
print is as true and sincere as what 
you say in person. Don’t let saletime 
excitement cause you to give way to 
verbal inflation! 





Displays Shoes at Elks’ Fair 


BREMERTON, WASH. — A resplendent 
style show of shoes, beautifully mod- 
eled by the prettiest girls of this Navy 
Yard city, was the contribution this 
November to the spectacular Elks’ Fair, 
by the store known as Christensen’s 
For Shoes, Inc. This fine shoe outlet 
at Fourth and Pacific Avenue partici- 
pated to the full in the 17th annual 
celebration of the Elks, which was city- 
wide in its proportions, over a three- 
day period. Latest style shoes for 
women were shown as one of the ma‘or 
features of the show tefore the thou- 
sands attending the November Fair of 
the benevolent order of the antlered 
animals. 
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SHOWING OFF YOUR HOSIERY 


You can talk, boast, and brag about the 
hosiery you carry. And not sell as many 
pairs as you’d like to. But here’s a ho- 
siery form that talks for you. It speaks a 
language all its own—and sells hosiery, 
too! 


The fine construction, the delicate weaves, 
the beautiful colors of your hosiery—are 
displayed to perfection. Women will see 
hosiery as it should be shown — and 
they'll buy! 


Use Fairy Forms for your hosiery dis- 
plays. Place them right on your hosiery 
counters. Place them in your windows. 
And watch your hosiery volume boom! 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


Northampton Frankfort 
England Germany 


Paris 
Melbourne, Australia France Mexico City, Mexico 








First to Volunteer 
Trade Code 


[CONTINUED FROM PAGE 28] 


A vendor should not shop merchandise 
on any order received bearing any pro- 
visions which said vendor will not 
accept. Objections to such provisions 
should be made prior to shipment. 

“10. Cancellation of Orders—Orders 
placed and accepted in good faith 
should not be cancelled except for any 
violation of the terms thereof or by 
mutual consent. 

“11. Dealer Agency Contracts — 
Whenever a retailer obtains from a 
vendor the right to represent such 
vendor exclusively or together with 
other retailers, the terms and condi- 
tions, territory involved, rights and 
chligations of vendor and retailer 
should be set clearly forth in writing, 
including the respective responsibili- 
ties of vendor and retailer with re- 
spect to guarantee or service with 
regard to the items involved. Such 
procedure protects the consumer in 
that the retailer can know specifically 
his responsibilities and deal with the 
consumer accordingly. 

“12. Selling Direct to Consumer— 
Vendors selling merchandise for dis- 
tribution by retailers should not com- 
pete with such retailers by selling at 
retail, themselves. In cases where a 
vendor or retailer performs a double 





function of either, manufacturer-re- 
tailer or wholesaler-retailer, such func- 
tion should be performed in entirely 
segregated premises, and merchandise 
sold at retail should not only be sold 
at legitimate retail prices but there 
should be no attempt made to mislead 
the retail customer into believing that 
such customer is buying at wholesale 
prices.” 


Proposed Retailer-Consumer 
Relations 


“If the retailer is to retain his posi- 
tion as the purchasing agent for his 
community, he should formulate his 
own store policies to conform with the 
following general policies. Such store 
policies should not be something to 
frame, hang on the wall and forget. 
They should be used daily in all of his 
customer contacts and should become a 
tradition in his establishment. Con- 
stant checking should insure their in- 
tegrity. 


1. MISREPRESENTATION AND DECEPTIVE 
ADVERTISING 


“(a) No retailer shall make, cause 
or permit to be made or published, 
advertising (whether printed, radio, 
display or of any nature whatsoever) 
which is misleading or inaccurate in 
any material particular; nor shall any 
goods, wares, or merchandise (includ- 
ing, but without limitation, its use, 
trademark, grade, quality quantity, 





origin, size, substance, character, na- 
ture, finish, material, content or prep- 
aration), or credit terms, values, poli- 
cies, services or the nature or form of 
the business conducted, be in any way 
misrepresented; nor shall any other 
selling methods be used which tend to 
deceive or mislead the customer. 

“(b) No retailer shall use advertis- 
ing in any manner whatsoever which 
refers inaccurately in any material 
particular to any competitor or his 
merchandise, prices, values, credit 
terms, policies, or services; nor shall 
any advertising be used, in any manner 
whatsoever, which inaccurately lays 
claim to a policy or continuing practice 
of generally underselling. 

“(c) No retailer shall mislead cus- 
tomers by using the words ‘free,’ ‘gift,’ 
‘gratuity’ or words or language of 
similar import, with reference to an 
article or service when the delivery of 
such article or the performance of such 
service is contingent upon the purchase 
of another article or service. 


2. INACCURATE OR DECEPTIVE LABELING 


“(a) No retailer shall brand, mark 
or pack, or cause to be branded, 
marked or packed, any merchandise in 
any manner which tends to deceive or 
mislead purchasers with respect to the 
brand, grade, quality, quantity, size, 
substance, origin, character, nature, 
finish, material, content or method of 
[TURN TO PAGE 51, PLEASE] 
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\ The Celastic Box Toe — where the 
: mand of the stylist becomes the 
1) satisfaction of the wearer. Celas- 
Z tic accurately reproduces the lines 
of the last and insures toe com- 
fort through the elimination of 
wrinkled linings. 





THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Shoe Vaews 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, DECEMBER 5, 
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NATIONAL NEWS 





Predicts Play on Coronation Colors 





Roy Scarbrough of Burdine's Sees 


Important Possibilities, Especially 


for Red, in Resort Shoes, Whites for Spectator Sports 


MiaMI, FLA.—Roy Scarbrough, man- 
ager of the shoe department at Bur- 
dine’s, is predicting that red, the bright 
Coronation red, is very definitely in 
the high-fashion picture for resort 
shoes this coming season. It will not 
become the volume item that Corona- 
tion green will, but for high-fashion it 
has a place. Blue of the Coronation 
shade is going to be good; it is always 
a favorite color for resort shoes, and 
the new brilliant blue is going over 
well, even at this early date. 

Purple is the fourth in the Corona- 
tion color group to watch. It is going 
to be quite active but not so much so 
as the other shades. For the one-pur- 
pose shoe, red will lead with purple 
second; for the all-purpose shoe, green 
will be in advance of anything else, 
with blue trailing. The reason for this 
is that green and blue may be worn 
with white as well as with dark shades, 
while red and purple are too outstand- 
ing. Green will take precedence over 
blue because blue has for so long been 
a standby that women will be glad to 
have a change this season and will 
wear more green in place of blue. 

According to Mr. Scarbrough there 
is a more definite tie-up with the shoe 
and the costume than ever before, and 
in this way it will be a solid-color 
season. By that he means there will 
be no color pick-up or accent in the 
costume, it will be solid red from hat 
to shoes, or green or purple or blue. 

Buyers from the different depart- 
ments are getting his color card so 
that they may match accurately the 
hat, bag and gloves, to the shoe. It is 
the shoe that is all important this 
season, he thinks. And the high- 
fashion shoe is of a solid color with 
perhaps only a piping of white to de- 
fine the pattern. The same story is 
carried through dresses and accessories. 

For the sports spectator shoe there 
will be a big demand for white with 
one of the coronation colors mentioned, 
as a trim. This is quite a new note in 
the shoe story, but it is expected to 
carry through. 

Sandals will continue to be good; 
they have a definite place in the resort 
picture and cannot be replaced. How- 
ever, the sandal of this season is less 


open than the one offered a year ago. 
It is built up more and is more digni- 
fied yet does not get away from the 
sandal type. It is a little early to 
comment on other resort styles. 

Beautiful imported fabrics will also 
be in the picture. Suede still holds the 
center of activity, but colored kids are 
something to watch; they are sure to 
be popular. Already there is a definite 
activity along this line. 

As to prices, there is a most definite 
upward trend. ‘Women are asking for 
better shoes, not all taking the higher- 
priced bracket line, but a higher price 
in the line to which they have been 
accustomed. They are willing to pay a 
couple of dollars more per pair over 
what they could afford a year ago. 





DATES TO REMEMBER 


National Shoe Travelers’ Association, Inc., 
Twenty-Sixth Annual Convention, Hotel 
Morrison, Chicago, Ill.....Jan. 2, 3, 4, 1937 

National Shoe Fair, Palmer House, Chi- 
cago, lil. ............ Jan. 4, 5, 6, 7, 1937 


National Shoe Retailers’ Association Con- 
vention, Palmer House, Chicago, Ill., 
Jan. 4, 5, 6, 7, 1937 
National Boot and Shoe Manufacturers’ 
Association Convention, Palmer House, 
Chicago, Ill. ......... Jan. 4, 5, 6, 7, 1937 
Michigan Retail Shoe Dealers Association, 
Annual Shoe Fair, Hotel Statler, Detroit, 
SS * rrr re Jan. 10, 11, 12, 1937 
Northwestern Shoe Retailers Regional 
Association Annual Convention, Hotel 
Martin, Sioux City, lowa, 
Jan. 17, 18, 19, 1937 
Texas Shoe Retailers Association Annual 
Convention, Hotel Adolphus, Dallas, 
Texas Jan. 25, 26, 27, 1937 
Middle Atlantic Shoe Retailers’ Associa- 
tion 23rd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pa., 
Feb. 7, 8, 9, 10, 1937 
Indiana Shoe Travelers Association Four- 
teenth Annual Indiana Shoe Buyers 
Week, Claypool Hotel, Indianapolis, 
RE i kdicces vecesaous Feb. 7, 8, 9, 1937 


Pennsylvania Shoe Travelers Association An- 
nual Tri-State Shoe Mart, William Penn 
Hotel, Pittsburgh, Pa.. .July 18, 19, 20, 1937 





Burdine’s confidently expect their vol- 
ume to be in the $12.75 range rather 
than $10.75, as last year. 





New One-Price Shoe 
Section Opened 
INDIANAPOLIS, IND.—An_ additional 


department to the Marott Shoe Store, 
to be known as the Fashion Guild Sa- 
lon, has been opened on the fourth floor 
adjoining the slipper department. It 
is modernistic in every respect, gaily 
decorated in blue and cream, mirrored 
walls, indirect lighting and comfortable 
steel chrome-finished chairs. 

The new department will carry noth- 
ing but one price footwear for women. 
The need of such a section has long 
been felt, according to Frank North, 
publicity director, to meet the growing 
demand for popular priced footwear. 

Jack Burd, experienced shoe man, is 
in charge of the new department. The 
design and furnishings were created by 
George Marott, founder and owner of 
the store. 





Retailers Include Women 
At Meeting 


TACOMA, WASH.—A feature of the 
Tacoma Retail Shoemen’s November 
meeting was the including of the women 
employees of the Tacoma shoe stores 
and shoe departments at the session. 
Interesting discussions on subjects of 
importance to retail shoe men and 
women were held and in addition, an 
enjoyable program of music was pre- 
sented. Tom McElwain, president of 
the association, was assisted in this 
meeting by the following speakers: Don 
McDonald, Victor Pessimier and 
George Leahy. The next meeting will 
be held on December 10 at the Hotel 
Winthrop. 





Good Sales on High Shoes 


DETROIT, MicH.—Warner E. Slocum, 
manager of Berke’s Boot Shop, 1414 
Washington Boulevard, here, has found 
the copyrighted hi-boy and lo-boy shoes 
a good item at his shop. 

The hi-boys and lo-boys are a man- 
tailored boot, hand-cut from reverse 
calf leather, and are featured in black, 
blue, green, rust, wine, and grey. 

They are popular with college girls 
and elderly women seeking the warmth 
which this shoe provides. 
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Plans Announced for Michigan 


‘ Shoe Fair 


Detroit, MicH.—R. J. Smith, presi- 
dent of the Michigan Retail Shoe Deal- 
ers Association, called a meeting No- 
vember 20 of the committeemen for the 
Michigan Annual Shoe Fair, at which 
further plans for the fair were made. 

Sunday, January 10, the first day of 
the Fair, will be spent in looking over 
the new lines of footwear and in get- 
ting acquainted. 

The Monday morning session will be 
addressed by Governor Frank Murphy, 
former Governor-General of the Philip- 
pine Islands, who will welcome the vis- 
iting retail shoemen and the manufac- 
turers’ representatives from Michigan 
and surrounding States. 

On Monday afternoon a merchandis- 
ing clinic in the form of an open-forum 
will be conducted, at which a professor 
of business administration from Hills- 
dale College will preside and answer 
problems. Arthur D. Anderson, editor 
of the Boot AND SHOE RECORDER, is also 
scheduled to speak on Monday after- 
noon. 

A stag party, at which twelve all-star 
acts of vaudeville are to be presented, 
will be the event of Monday evening. 

The entire day of Tuesday will be 
devoted to the holding of various com- 
mittee meetings and to the purchasing 
of new shoes for Spring. 

A kanquet, style-show, and the pres- 
entation of several feature acts, fol- 
lowed by dancing, will bring the fair to 
a close on Tuesday night. 





Compo Increases Dividends 


Boston, Mass.—The Compo Shoe 
Machinery Corporation increases its 
quarterly dividend of 12%c to 25c; also 
pays extra dividend of 75c cash, both 
payable December 15 to stockholders of 
record as of December 5. 

Some 36,153,792 pairs of Compo 
shoes were produced with Compo equip- 


BOOT AND SHOE RECORDER, December 5, 


1936 


Modern Shoe Shop in Brooklyn 





Modern in decoration, both inside and outside, is the new Physical Culture Shoe Store at 


1036 Flatbush Avenue, Brooklyn. 


Myron Holland, for many years connected with |. Miller & 


Sons, and Louis David are the owners of this store. 





ment for the first ten months of 1936, 
showing an increase ovér 1935 of 14.6 
per cent. In the single sole construc- 
tion, for which Compo furnishes equip- 
ment, the increase for the first ten 
months of 1936 is 34 per cent. 

Entry into the field of cemented welt 
shoes is expected to contribute material- 
ly to the Compo company’s regular 
lines of machinery, since it covers the 
manufacture of every class of welt 
shoes made, men’s, women’s and chil- 
dren’s. 





Reptiles Popular in Chicago 
CHICAGO, ILL. — Reptiles continue 

their popularity in Chicago stores as 

cold Winter fastens its grip on the city. 


All individual stores and departments 
are showing rather complete lines, 
ranging from the popular chains to the 
swanky Michigan and Wabash Avenue 
shoe salons. 

Walk-Over is featuring the Brazilian 
lizard “scaled to suit smart tastes” in 
black, brown and gray, in all models 
including pumps, straps and _ hi-front 
oxfords. 

Saks Fifth Avenue shoe salon is 
showing smart alligators in straps, 
pumps and oxfords in black, brown and 
blue, with the addition of wine in 
pumps only, in the Debutante Shop. 

O’Connor & Goldberg feature alli- 
gators in a wide range of models and 
styles at varying prices ranging from 
the average to the ultra smart. 





CALFSKIN 


SHEEPSKEN 


SIDE LEATHERS 


CUF SOLES 


SOLE LEATHER 


PATENT LEATHER 


CE LEATH 


ER 


K 


oF 


Cc 


C 

























































Hoge Montgomery Elects 
New Officers 


FRANKFORT, Ky.—To start its forty- 
eighth year, the Hoge Montgomery Shoe 
Company, organized in 1889, has 
elected new officers as follows: Presi- 
dent and genera] manager, H. Edmond 
Power; secretary and treasurer, H. Jor- 
dan Hoge. Mr. Power has been with 
the company in various capacities for 
28 years and Mr. Hoge for a period of 
34 years. Both have grown with the 
‘business, know the intricacies of shoe 
manufacturing and the problems of the 
retailers, 

The company’s salesmen are now on 
‘the road with the new Spring line and 
‘the best evidence of the quality of the 
jline is to be found in the excellent busi- 
‘ness which the salesmen are booking. 
‘The firm manufactures shoes in the 
‘heart of the Blue Grass section of Ken- 
tucky. Hoge Montgomery company has 
:as its empleyees men who have grown 
right into the shoe manufacturing busi- 
mess. With these men shoe manufac- 
turing is almost an art, and many of 
the employees of the company are of 
the second and third generation. 





Lustig's Rebuilding 


YOUNGSTOWN, OH10—Lustig’s, Inc., 
thas opened a temporary store at 318 W. 
Federal Street, following temporary 
«cessation of business due to a fire at 
their regular store at 125 W. Federal 
Street on September 25. Despite the 
fact that their temporary store is out- 
Side the dewntewn shopping district, 
tthe opening day there was one of the 
biggest in Lustig history. 

Meanwhile the fire-gutted store is be- 
jing completely rebuilt with all modern 
appointments. The new building will 
be two stories high instead of one as 
formerly. The store will be entirely 
departmentized. The first floor will be 
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devoted to a complete budget shop of 
$6.75 shoes, a men’s high grade shoe 
department, and a Co-ed shop of $5 and 
$5.50 footwear. On the second floor 
will be located the children’s depart- 
ment, a complete women’s foot health 
shop, and a deluxe shoe salon with 
shoes selling for $8.75 and up. The 
downstairs store will be given over to 
popular-priced footwear for men, 
women and children. 

The company, which has been in busi- 
ness for 46 years, will open the new 
and larger modern store in early Feb- 
ruary. 





Sport Window Features 
Champion Football Team 








Amarillo, Texas—An interesting sport shoe 
window was used recently by Regent's, Inc., 
here, in which pictures of the Amarillo High 
School football team, winners of two straight 
state championships and potential winners of 
a third, were featured along with one of the 
team's uniforms 

Because of the interest of the town in their 
champion football team, the window received 
much attention and S. J. Braunig, owner of 
the store, was well pleased with the many 
favorable comments which he received. 
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Harney Host at Luncheon Party 


CLEVELAND, OHIO—A luncheon party 
was given at Hotel Statler on Wednes- 
day, Nov. 18, in honor of the Stone 
Shoe Co., which moved into its new and 
larger store at 820-40 Euclid Avenue 
on that date. 

At the conclusion of the party, a 
beautiful large framed _ testimonial, 
signed by those present, was tendered 
to J. Harold Roberts, vice-president 
and general manager of the Stone Shoe 
Co. The testimonial includes a photo- 
graphic and cartoon picture of Mr. 
Roberts as the skipper of the Stone 
Shoe boat. Below is lettered the fol- 
lowing message: “We, members of the 
Vitality fleet, offer our sincere good 
wishes for the success of America’s 
largest and finest shoe store.” 

J. J. Grauel, manager of the men’s 
department at Stones, was likewise 
honored at the luncheon. William J. 
(Bill) Harney, Vitality shoe represen- 
tative in Ohio territory, was host and 
all Vitality dealers in this section were 
invited. 


Bonus for U.S.M.C. Employees 


Boston, Mass.—Employees of the 
Beverly plant of the United Shoe Ma- 
chinery Corporation, with the excep- 
tion of those who were given a vacation 
with pay during 1936, will receive a 
bonus amounting to one week’s salary, 
according to the terms of an announce- 
ment recently posted at the plant. 

Also, “during 1937 and each year 
thereafter until further notice,” says 
the announcement, “every active fac- 
tory employee who has been in our 
employ at least one year prior to vaca- 
tion shall receive one week’s vacation 
with pay, to be taken at such time as 
shall be hereafter determined. 

“The vacation pay for 1937 and af- 
ter will be based on a forty-hour week 
or such number of hours as may be the 
standard for such particular year.” 
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Obituary 
Maurice E. Page 


BINGHAMTON, N. Y.—Maurice E. 
Page, chief of the legal department of 
Endicott-Johnson Corporation, died No- 
vember 26, in Ideal Hospital here, aged 
75 years, following an automobile acci- 
dent the previous Monday. 

Mr. Page was a native of this county 
and, aside from his business connec- 
tions, took a prominent part in com- 
munity affairs. He was graduated from 
Amherst College in 1886. He was ac- 
tive in the Republican party for years, 
and in 1899 became president of the 
Municipal Civil Service Commission, 
serving for three years. He was a 
member of the Board of Education from 
1902 until 1908 and was Binghamton’s 
Corporation Counsel in 1916-17. He 
drafted a new charter and ordinances 
for the city. 

Mr. Page was treasurer of the Endi- 
cott Library board and a member of 
the State Industrial Commission. He 
was a Mason and a member of the 
Broome County Bar Association, the 
New York State Bar Association, the 
Amherst Club of New York and Phi 
Beta Kappa, honorary scholastic so- 
ciety. 

Surviving are his widow, Mrs. Emma 
Coe Page, whom he married in 1889; 
a daughter, Mrs. Harold W. Lauder, of 
Endicott, and two sisters, Mrs. M. Alta 
Page of Whitney Point, and Miss Flor- 
ence E. Page. 





James Edgar Rains 


VENTURA, CALIF.—James Edgar 
Rains, 55, died Nov. 18 at the Foster 
Memorial Hospital from the effects of 
a stroke of apoplexy. In the shoe trade 
he was best known as the president of 
the Rains Shoe Co., a store which he 
acquired in 1909. He was actively en- 
gaged in the retail shoe business until 
1931 and was president of the store 
until his death. In 1931 he was taken 
ill and confined in a hospital for sev- 
eral months. Mr. Rains was appointed 
acting postmaster of this city in 1934 
and was regularly commissioned to the 
postmastership the following year. 

Mr. Rains was greatly instrumental 
in securing the palatial new $100,000 
Federal Postoffice building at Fir and 
Santa Clara Streets for Ventura. The 
entire city mourned his passing. As 
a city councilman he was a colorful 
and dynamic figure for a man of his 
small stature. He fought determinedly 
for enactment of measures beneficial to 
the city and won the acclaim of voters 
by reelection. 

Mr. Rains was chairman of the now 
defunct Ventura county harbor commis- 
sion and was a member of the original 
committee which framed the city char- 
ter. He was president of the Ventura 
Building and Loan association; a direc- 
tor in the old First National Bank; 
secretary of the Ventura county 
Democratic central committee for ap- 
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are 
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that your next juvenile prospect 
is just graduating from Ideal 
Soft Soled Shoes. Obviously 
+ parent will prefer shoes 
carrying the Ideal trademark. 
IDEAL Flexible Hard Soles. 
were created to bridge the g 
between soft soles and full. 
fledged juvenile shoes—to es- 
tablish a profitable link be- 
tween the vast army of Ideal 
) Baby shoe wearers and the 
¢ alert juvenile shoe department. 
They are doing a real job in 
many a store—can do the same 
for you. Write us today. 


MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of na poe alae 
Sole—Intermediate 


FLEXIBLE HARD SOLES 
which will bring more children into 
your store for their first pair of full- 

y, fledged juvenile shoes. 4 








proximately 20 years; a member of the 
Elks lodge, Rotary club and Woodmen 
of the World, and a member of the 
Chamber of Commerce. 

Surviving Mr. Rains are his widow, 
Mrs. Grace E. Rains; a son, John W. 
Rains; a daughter, Carolyn Rains; a 
sister, Mrs. W. B. Allison; two 
brothers, Alfred L. Rains and Arthur 
Rains; and two cousins, Edith Dimmick 
and Mrs. Carl Lofgren. 





J.H. Hoolihan 


Detroit, Micu.—J. Howard Hooli- 
han, 33 years old, died November 17, in 
Receiving Hospital, here, of injuries 
sustained in a traffic accident. He was 
well known in the shoe business, having 
been a shoe salesman for several years, 
at the time of his death with the Wise 
Shoe Company in Detroit, and for sev- 
eral years previous to that as manager 
of Heyn’s Bazaar shoe department. He 
is survived by his mother, two sisters 
and a brother. Burial was in Traverse 
City, Michigan. 





Chester J. Simes 


MILWAUKEE, Wis.—Chester J. Simes, 
54, founder and president of C. J. 
Simes, Inc., shoe manufacturers’ find- 
ings concern, died suddenly November 














23, at his home here. Mr. Simes estab- 
lished his company in 1912 after hav- 
ing represented Eastern shoe findings 
organizations for a number of years. 
Since its founding, the concern has be- 
come one of the best known supply 
houses in the Northwest. Born at Mil- 
ton Mills, N. H., Mr. Simes came to 
Milwaukee in 1908. He is survived by 
his widow, Mrs. Jane Coleman Simes; 
two daughters, Nancy Lou and Mary 
Jane, and a brother, Walter, vice- 
president of the Simes company. 





Carl Riedesel 


CROOKSTON, MINN.—Carl Riedesel, 
82, pioneer merchant shoe man here, 
died November 19 at a local hospital. 

Mr. Riedesel was born in Germany 
and came to this country in 1882. In 
1889 he established the Riedesel Shoe 
Store which he has operated continu- 
ously since that time. He was active 
in civic affairs, being a member of the 
board of education, a member of the 
city council and alderman-at-large for 
two years. He was also active in sev- 
eral lodges. 

Mr. Riedesel is survived by two sons 
and three daughters. One son, Wil- 
liam, has been associated with his 
father in the shoe store and will carry 
on the business under the same name. 





Ebenezer S. Bedford 


MONTREAL, CAN.—Ebenezer S. Bed- 
ford, 75, native of Chatham, Ontario, 
who originated the “Bedford last,” 
known throughout the shoe industry, 
died November 25, at Grand Rapids, 
Michigan. Mr. Bedford had made the 
designing of shoes for persons with foot 
defects his life work and had invented 
numerous measuring devices for de- 
tecting defects. 





Brown Shoe Earnings Rise 


St. Louis, Mo.—The net earnings of 
the Brown Shoe Company for the year 
ended October 31, 1936, amounted to 
$602,746.16, which is equivalent to $2.44 
per share on the common stock. 

The earnings for the current year, 
are after deducting interest on the de- 
benture were $144,000. Earnings for 
previous years were, of course, before 
deducting dividends on the preferred 
stock, all of which has now been re- 
tired. 

The working capital of the company 
is $12,671,621; with a ratio of quick as- 
sets to current liabilities of 17 to 1. 





Sons Manage Shoe Store 


Dayton, OnHI0—Richard Hageman, 
son of Charles Hageman, and Robert, 
son of Edward Hageman, are now in 
charge of the Hageman Boot Shop, 31 
East Fifth Street, during the absence 
of Richard’s father, who is spending the 
winter in Phoenix, Arizona. The elder 
Hageman is suffering from a sinus- 
asthmatic condition but he is expected 
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When good fellows get together for a pheasant hunt, they get their quota of three hens and 

a cock. As shown in the above picture from left to right, E. K. Buck, operator of twenty shoe 

stores with headquarters in Omaha, Neb.; A. Lawrence Lay, general manager of the Pennant 

Shoe Co., division of International, and Carl Andriesen, general manager of the Racine Shoe 

Mfg. Co., Racine, Wis., returned from a four-day hunt near Scott's Bluff, Neb., with their 
, full quota of birds. 





to recover sufficiently to return to his Grove Shop Moved 
store in the Spring. MiaMI, FLA.—The Grove Shoe Shop 
Richard was introduced to the local has left the old location where it was 
shoe men during the meeting of the doing business for 13 years, and is now 
Dayton Shoe Retailers Club on Novem- operating at 35 N. Miami Avenue. The 
ber 18, by Uncle Ed Hageman of the children’s department has been discon- 
Hageman’s Ludlow Shop, 14 South tinued and only shoes for men and wo- 
Ludlow Street. men will be carried in the future. 
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BOOT 


What's New 


Soles to Show Colors, Too 


Boston—Soles will be gaily colored 
to blend with or accent the color com- 
binations of costumes in the opin- 
ion of Dewey and Almy Chemical Co. 

For instance, Miss Evelyn Zinniti, 
Fifth Avenue style creator, designs 
three new shoes for southern, cruise, 
or vacation wear, and soles them with 
colored soles from the Dewey and Almy 
Chemical Company. One of these is 
a holiday shoe in Coronation colors of 
Regal Blue and Royal Red, developed 
in kid suede with vivid red soles. 

Another is a multi-colored sandal in 
tropical print which takes new zest 
from the yellow patent leather trim and 
a suede-like sole of brilliant green. 

A sophisticated model in natural col- 
ored fabric trimmed with rust calf fea- 
tures port-hole perforations—and a 
sole in a smart cork effect. 

These models suggest only a few of 
the ways to color with the carnival 
range of these soles. Soles may com- 
plement or contrast with the shades of 
the uppers, or introduce a new color 
note to be carried out by the accessories 
of the complete costume. 





Sales of New Non-Skid Soles 
Top 50,000 Pairs 

Through an error, it was stated in 
a news item on page 58 of the Novem- 
ber 21 issue of Boot AND SHOE RE- 
CORDER that The Panther-Panco Rubber 
Co., Inc., of Chelsea, Mass., had sold 
approximately 5000 pairs of its new 
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lowa Travelers to Hold 


Annual Meeting 


Des Mornes, Iowa—The annual 
meeting of the Iowa National Shoe 
Travelers Association will be held at 
the Hotel Fort Des Moines, here, on 
Saturday, Dec. 12, 1936. 

The meeting will be preceded by a 
luncheon at twelve o’clock noon. 

Special business will be the election 
of officers for the coming year, appoint- 
ing of delegates to the annual conven- 
tion of the National Shoe Travelers 
Association, and the formation of a 
drive for increased membership in 1937. 


Charity Football for 


Welfare Shoes 


PirrspurcH, Pa.—The Shoe Fund 
football game sponsored by the Sun- 
Telegraph and played at the Pitt 
Stadium last week was attended by 
over 20,000 persons and netted nearly 
$8,000. The entire money will be spent 
for shoes and given to children in this 
territory who cannot afford to buy their 
own. All retail stores here are ex- 
pected to benefit by this fund. 





non-skid composition soles, which is be- 
ing promoted under the trade name of 
Pan-Cord. The sentence should have 
read 50,000 pairs, and it is reported 
that sales since the original item was 
written have considerably increased 
that number. 

The Panther-Panco company manu- 
factures an extensive line of rubber 
soles, heels, etc., which are sold direct 
to shoe manufacturers and also a broad 
line of heels that are sold to the retail 
trade. 





More Interest in White, 
Blue and Gray 


Los ANGELES, CALIF.—S. A. Gilbert, 
who travels Denver west for the Ex- 
celsior Shoe Co. of Portsmouth, Ohio, 
finds. more interest in white, navy blue 
and gray kids in his territory than he 
has ever experienced. Crepe soles for 
school and college girls are particular- 
ly strong, even as far north as Port- 
land. In the latter city a very fine 
trade is experienced on crepe soled ox- 
fords for Spring. The medium shade 
of gray is selling almost as well as the 
navy blue. New offices have been re- 
cently opened by Mr. Gilbert in room 
201, Broadway Arcade Building, this 


city. 
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PRE-.WELTS 






STYLE 300 
PATENT LEATHER 
SIZES 2 TO 8 


There's no secret in selling children's shoes 
profitably. Simply sell a line mothers want 
and children wear. Sell Elam's. Retailers 


everywhere have learned to rely on Elam to 
bring a steady flow of business that keeps 
coming back—a business that's profitable. 


F. S. ELAM SHOE CO. 











Florsheim Leases Store 
at America's Crossroads 


INDIANAPOLIS, IND.—The Florsheim 
Shoe Company, has leased the store 
room at the northeast corner of Wash- 
ington and Meridian Streets for a pe- 
riod of ten years. The space is 20 feet 
wide on Washington Street and 55 feet 
on Meridian Street, with a window 
space of 70 feet after alterations have 
been made. 

The corner is nationally known as 
the “Crossroads of America” and the 
heart of the retail center of Indianapo- 
lis. Remodeling will begin January 1 
and be completed February 15. The new 
salesroom will be the last word in mod- 
ernistic design, fixtures and general 
equipment. One of the features will be 
air conditioned in addition to many 
other modern improvements. L. H. 
Crockett is manager of the Florsheim 
store now at 9 North Meridian Street, 
directly adjacent to the new location. 


Scherer Leather Co. 
Raises Salaries 


MILWAUKEE, WIs.—A pay increase of 
5 per cent for employees of the Scherer 
Leather Co. here has been announced 
by A. I. Scherer, president, and George 
Scherer, secretary-treasurer, of the 
firm. Better business conditions are 
responsible for the increase, it was 
stated. : 
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In Philadelphia on 
Business? 


Business travelers appreciate conveniences 
and comfort and service. That’s why you'll like 
the Benjamin Franklin when you're in Phila- 
delphia on business. Big, comfortable rooms; 
marvelous food; smiling, interested service. 
And economical rates...as low as $3.50 a day. 


THE 


BENJAMIN 
FRANKLI 


SAMUEL EARLBY, Managing Director 
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SHOE HARDWARE DIVISION 


United States Rubber Products, Inc. 








Suedes Double in Sales 


RocHEster, N. Y.—S. Eaton, man- 
ager of Sibley, Lindsay & Curr’s Shoe 
department, states, that suede, so far 
this season, have doubled in sales over 
previous years. Black is in great de- 
mand but they have also sold a large 
amount of green. 

Mr. Eaton makes a systematic study 
of the trend of public sentiment in 
Rochester and finds that women buyers 
are not influenced so much as to what 
is selling in New York City and other 
large style centers. He has found from 
careful observation, that the selection 
of styles is more to the local tastes and 
inclinations. 

While their footwear is in the higher- 
priced bracket, there has been a steady 
increase right along, clearly showing 
that the large majority of women are 
more concerned in buying footwear of 
quality values. 


Rubber Footwear 
Exports Increase 


MONTREAL, CANADA—The export of 
rubber in September was valued at $1,- 
279,943 as against $1,021,518 a year 
ago. The leading item was rubber 
boots and shoes, amounting to 623,011 
pairs, valued at $512,216 against 313,- 
763 pairs at $289,231 a year ago. These 
went to 25 markets, the United King- 
dom by far the largest, followed by 
Newfoundland. 


Marott Store Celebrates 
52nd Anniversary 


INDIANAPOLIS, IND. — The Marott 
Shoe Store is celebrating the fifty-sec- 
ond anniversary of its founding. The 
store was opened Nov. 13, 1884, with a 
cash capital of $167 and an additional 
$168.75. Original establishment of the 
business was in an old building just 
east of the present location. 

George J. Marott, owner, expressed 
thanks and satisfaction in the progress 
of the store to date, and asserted that 
the institution with renewed ambition, 
will do its utmost to continue to offer 
the finest in footwear at the most rea- 
sonable and dependable prices. 


Increased Activity in 
Shoes Noted 


JAMAICA, L. I.—Activity in the shoe 
retailing field around this section has 
manifested itself this Fall. More than 
a score of shoe stores in this locality 
have upped sales considerably over a 
corresponding period last year and the 
year before. These facts come from a 
survey made by the Merchants Divi- 
sion of the Chamber of Commerce. 

The Jamaica Day Sale sponsored 
here, in which all local footwear con- 
cerns participated, was a huge success 
from the standpoint of shoe sales. 
Heads of the committee fostering the 
sale said that the outlet of shoes was 


greater than that of any other product. 

Opening of two new stores and the 
augmenting of a quarter of a million 
dollar annex to the Gertz Department 
store building will have its favorable 
effect on expanding the shoe market. 


Corwin New Rike-Kumler Buyer 


DAYTON, OHIO—James Corwin, bet- 
ter known as Jimmy, formerly with 
Baynham’s Shoe Store here, for eight 
years, has been named buyer for the 
men’s shoe department of Rike-Kumler 
Company, a leading department store 
in this city. 

Norman Clarke, formerly with Hege- 
men’s Shoe Store, has joined the staff 
of the men’s shoe department at the 
Rike-Kumler Company. 

Don Corwin, son of Jimmy Corwin, 
has taken his father’s place at the 
Baynham’s Shoe Store. The younger 
Corwin was formerly with F, & R. 
Lazarus Company in Columbus. 


Barnet Buys Goldring Store 


Santa Monica, CALIF. — Barnet’s: 
Bootery, with main offices in Long 
Beach, have acquired the stock and 
lease of the former Goldring Shoe Store 
on Third Street. The name will be 
changed to Barnet’s Bootery. This 
makes the seventh of a group of stores 
operated by L. M. Barnet, all of which 
carry popular-priced shoes for the en- 
tire family. 











Bowling Shoes 











PROFESSIONAL 
BOWLING SHOES 
PRICE 
Men's Women’s 
$2.50 $2.40 5¢ less 
Combination Sole 
Right Foot 
Heel 
Miott Fost 
Ne. 240 Buekskin Sele 
Rubber Heel 
BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 
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Adrian X-Ray Shoe Fitter, Inc., Milwaukee, Wis. 











Novel Bonus Plan a Success 


BrooKLyn, N. Y.—As agreed last 
October, 1935, the Municipal Shoe Co., 
Inc., established for the benefit of their 
employees a dividend vacation fund, in 
which the employees deposited weekly 
1 per cent of their earnings. The Mu- 
nicipal Shoe Co., Inc., guaranteed to 
provide at the end of the year a vaca- 
tion fund dividend of 250 per cent of 
the amount of money deposited to each 
employee. 

This year, the company made pay- 
ment to those employees taking advan- 
tage of this arrangement. As can be 
understood, this dividend was received 
by the employees with great apprecia- 
tion. 

It was decided to hold a meeting of 
representatives of the employees at 
Trommer’s Restaurant in Brooklyn, to 
discuss a further extension of this va- 
cation fund for the coming year. An 
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Foflik Opens 





Second Store 





The interior of Clarence R. Faflik's new store, which was opened recently, resembled a florist's 
instead of a shoe store as seen by the wealth of flowers sent to him by well-wishers of his 
new venture. 


CLEVELAND, OHI0O—Clarence R. Faf- 
lik’s number two store recently opened 
at 4256 Pearl Road, here. The store 
is one of the most modern to be found 
in this suburban territory. 

During the first four days of opening 
week the store did a $2,900 business. 
This is emphatic when one considers 
that the store is located in a generally 
new neighborhood section, five or six 
miles from the downtown area. 

The store has a deep “Fifth Avenue” 
style entrance, and the front is fin- 
ished in black vitrolite trimmed with 
gold and agate. 

The interior is decidedly attractive 
with buff walls, egg shell white ceiling, 
plush carpet of harmonizing brown, oak 


fixtures and woodwork, and seats up- 
holstered in red leather. As a final 
touch, the shoe boxes have been de- 
signed in buff and brown. A smart 
hosiery section is stationed at the front 
of the store and the office is located in 
a rear balcony. Latest indirect light- 
ing is used throughout. 

Faflik’s new store is a part of an 
entire new building he constructed on 
the Pearl Road site, other store space 
being leased out. Mr. Faflik now in- 
tends to remodel his number one store 
at 9711 Lorain Avenue in the near fu- 
ture. His business is largely founded 
on health shoes and he has a wide 
recommendation. He also offers style 
shoes and caters to the entire family. 





additional vacation fund arrangement 
was worked out for the coming year 
and plans were discussed for the annual 
ball and dance to be held at Hotel Lis- 
more, March, 1937. Arrangements were 
also outlined for the annual boat ride, 
monthly social gatherings for the em- 
ployees, and other employee entertain- 
ment, 

The meeting adjourned with hearty 
acclamations by the employees for the 
executive officers of the company for 
their united efforts in the many bene- 
fits arranged by their employers for 
them. 





Hi-Fronts Lead in Chicago 


CuicaGco.— The outstanding feature 
of the Fall shoe trade here is the grow- 
ing demand for hi-fronts in women’s 
wear. Along with the hi-fronts, the 
eight-eyelet tie and other extremes are 
beginning to take hold with the buying 
public, and here and there, buttons are 
being featured and sold. Wolock & 
Bauer are showing a four-button hi- 
front, high slender heel in glove kid, 


and are predicting this and similar 
numbers will be a feature of the early 
Winter selling. 

The cold weather is increasing the 
demand for suedes, which this season 
are featured with Cuban heels and va- 
rious heel toe trims in lizard and per- 
forated effects in bands with a good 
variety of ties, buttons and straps, 
mostly with closed fronts. Marshall 
Field & Co. are showing a complete 
line of arch shoes and O’Connor & 
Goldberg, in their 23 Madison East out- 
let are featuring a line of hand-sewn 
black suedes, some with lizard vamps, 
and some in dull mat kids. 





Jack Clark Managing at 
The Fashion 


Rep BLurr, CALIF.—A new shoe de- 
partment has been opened in The Fash- 
ion with Jack Clark as manager. Popu- 
lar-priced women’s shoes are carried in 
this smart shop. Mr. Clark came here 
from the City of Paris department store 
in San Francisco. 
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the business section. 





The same courteous and competent 
staff will give you the utmost in friend- 
liness, comfort and service. Conven- 
iently located to all stations, and only 
five minutes away from the heart of 


600 ROOMS with boths from $2.50 up 
COMFORTABLY AIR-CONDITIONED 
Lounge and Restaurants 


HOTEL PHILADELPHIAN 


FORMERLY HOTEL PENNSYLVANIA 
DANIEL CRAWFORD, JR., MANAGER 
59th and CHESTNUT STREETS 
PHILADELPHIA, 


Catalog of men's 


Matics sent on request. 
SALESMEN: CHOICE TERRITORIES OPEN. 
Exelusively manufactured by Rohn Nu-Matie Shoe Mfg. Company, 

512 W. 


THAT BUILDS AND 
HOLDS BUSINESS 


retails at the popular prices the great 


mass of men like to pay for their shoes. Nu-Matic Shoes 
are flexible, 100% nailless, correctly cushion the foot, 
and the Arch-Brace properly supports a weak arch and 
comforts the normal foot. Loyal repeat customers are a 


and women's scientific patented Nu- 
Beware of imitations. 


Florida St., Milwaukee, Wis. 
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Weiss New Hub Shoe Buyer 


BALTIMORE, Mp. — William I. Weiss. 
for the past eight years assistant shoe 
buyer for the Hochschild, Kohn & Co., 
prominent department store, this city, 
is now buyer for the main shoe depart- 
ment of The Hub, department store, 
here. Mr. Weiss, brought with him to 
his new position and new connection a 
wealth of experience in the retail shoe 
field gleaned over a period of a number 
of years. Prior to becoming identified 
with the shoe activities at Hochschild, 
Kohn & Co., here, Mr. Weiss had served 
for some time as assistant buyer for 
the shoe activities of Saks *& Co. of 
New York. 

Mr. Weiss’ activities in the retail 
shoe field have been centered around 
women’s footwear. The experience at 
both Saks & Co., and Hochschild, Kohn 
& Co., augur well for success in his 
new enterprise. 

Mr. Weiss succeeds Milton Freed- 
berg, who had served as buyer for the 
main women’s shoe department of The 
Hub for a number of years, and who 
resigned his local connection ti become 
buyer for shoe activities at Blooming- 
dale’s at New York. 

Mr. Freedberg’s brother Tillman 
Freedberg, is buyer for the Enna-Jet- 
tick shoe shop and Economy Shoe Shop, 
operated by The Hub, located on the 
fifth floor of the store. The main and 
regular women’s shoe department over 


which Mr. Weiss now presides is located 
on the second floor. 

The Hub operates two other shoe de- 
partments, the men’s on the third floor 
which is under direction of William C. 
Kenney, and a basement shoe depart- 
ment located in basement of the store. 


Puerto Rico Largest Buyer 
of U. S. Shoes 


Puerto Rico bought more American 
made leather shoes than all foreign 
countries combined during the first nine 
months of this year and its purchases 
from continental United States in- 
creased 17 per cent over the same peri- 
od of last year, according to a state- 
ment by the Puerto Rican Trade Coun- 
cil. 

The report, which is based on U. S. 
Department of Commerce figures just 
released, states that the Island bought 
54 per cent of all shoes shipped from 
the States in the nine-month period, 
taking a total of 1,820,000 pairs, valued 
at $1,895,000. 

“The total quantity represents an in- 
crease of 270,000 pairs as compared 
with last year,” the statement points 
out. “Sales of men’s and boys’ shoes 
were only 5 per cent higher, but ship- 
ments of women’s and: misses’ shoes 
were 21 per cent greater than a year 
ago and made up 46 per cent of the 
total. Sales of children’s and infants’ 
shoes increased 24 per cent. 


“Since the population of Puerto Rico 
is estimated at about 1,700,000 people, 
the purchases exceed one pair per per- 
son. The Island has ranked first as a 
buyer of leather shoes from the States 
for the last nine years and obtains 
practically its entire shoe supply from 
here. Imports from foreign countries 
are negligible.” 


Weyenberg Declares Dividend 


MILWAUKEE, WIs.—Directors of the 
Weyenberg Shoe Manufacturing Co. 
have declared a dividend of 50 cents 
and an extra 75 cents on common stock, 
both payable December 23 to stock of 
record December 7. The payment of 
50 cents is an increase of 25 cents over 
the dividend paid September 30, when 
an extra of 75 cents was also distrib- 
uted. Improved business and the sav- 
ing resulting from the company’s re- 
financing this year, were said to be 
responsible for the increase in dividend 
payments. 


Covington Opens New Store 


MONTGOMERY, ALA.—Oscar Coving- 
ton, who has been connected with Mont- 
gomery shoe stores for many years, has 
opened a new shop to be known as the 
Oscar Covington’s Foot Health Shop. 
Store is to be located on the ground 
floor at 101 Bell Building and will carry 
a line of corrective shoes for men, wo- 
men and children. 
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Men's Slippers 
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Mond! Manufacturing Co. 


Oshkosh, Wis. 
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gives the brightest finish. 
This new package contains a 
huraishiag powder that makes 
silver —_ look like new 


, in fact, be used 
to chenee on any white kid alte 
pers to silver. 
EVERETT & BARRON COMPANY 
Providence, R. 1. Torento, Canada 











Advertise Style Leadership 


MrAMI, FLa.—“Five months ahead of 
the nation” is the slogan adopted by 
Cowen’s, 59 E. Flagler street, and to 
prove it they are offering some unusual 
shoes. A cut-out sandal oxford of suede 
with sardonyx patent trim, boulevard 
heel, a suede and patent one-strap 
sandal, new round toe, short vamp, and 
a short vamp, broad strap, side buckle 
in multiple colors of dark suede are in 
the $8.75 price bracket. In the $5 price 
line are two outstanding shoes; suede 
in calf or patent trim, cutout vamp 
dress pump, and a three-eyelet oxford, 
medium heel, suede with matching calf 
trim. 
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Indiana Buying Better Shoes 


[CONTINUED FROM PAGE 17] 


We expect a favorable Winter busi- 
ness. Brown shoes are forging ahead. 

“Women are more free to spend an 
extra $2.00, and we can sell an $8.50 
shoe today, where we used to sell a 
pair for $6.50.” 

Indiana’s second largest city, Fort 
Wayne, started Sept. 24, 1794, by 
Anthony Wayne, has more than 300 
active, diversified industries, employ- 
ing more than 25,000 men and women. 
Here there exists a rental problem, and 
it is difficult to find a house. Within 
a radius of 35 miles of the city there 
live 340,000 people. 

Center of the gasoline pump industry 
of the world, Fort Wayne companies 
manufacture most of the gasoline 
pumps used at filling stations. Larg- 
est single industry is General Electric 
Company, which has its second larg- 
est plant in the United States at Fort 
Wayne, for the manufacture of elec- 
tric motors and refrigerators. 


Wage Increase Helps Sales 


Announced in October of this year by 
General Electric Company was an im- 
mediate increase of 2 per cent for all 
employees receiving wages or an an- 
nual salary of $4,000 or less. Affect- 
ing 6700 employees of the Fort Wayne 
works, the wage increase brought an 
additional $3,400 to Fort Wayne fami- 
lies each week. 

This General Electric Company wage 
increase is part of the company’s plan 
to govern the employee’s pay check by 
the relative cost of living as deter- 
mined quarterly by the United States 
Department of Labor. 

Herschel E. Talbert, who for eight 
years was with George J. Marott of 
Indianapolis, is building a quality shoe 
business in Ford Wayne. Establishing 
his store Sept. 5, 1935, he reports a 
definite increase in his business, and in- 
sists that Ford Wayne is a good shoe 
town. 


Forcing Sales Poor Policy 


“It’s a matter of not forcing sales 
on people,” Mr. Talbert finds. “We 
don’t force sales here at all, and we 
discourage a person rather than have 
her buy something which she does not 
really want. We sometimes refuse to 
sell a shoe when a woman insists on 
taking a misfit. When a store sells 
cheap shoes, its customers are any- 
body’s customers. People to whom I 
sell my high grade shoes are coming 
back to us, and while it’s a little 
harder to get started, once they buy 
from us they stick.” 

Talbert sells men’s shoes from $5.00 
to $10.50, most of them at $5.00, and 
ladies’ shoes from $5.00 to $11.00, 
chiefly at $8.75. 

“We price no merchandise in our 
windows,” is the policy of Claude M. 
Bobilya, owner of the shoe department 
at Fishman’s, Fort Wayne women’s 
specialty shop. “Women who are look- 


ing for a $5.00 or a $6.00 shoe wouldn’t 
come ihto the store to look at an $8.75 
shoe which they see in a window, if 
the price is on it. 

“As a rule, when a woman sees 
something in a window which appeals 
to her, it we can fit her, even if it is 
out of her price class she will take it. 
Sometimes she will return later when 
she has enough money. And we do not 
resent it when women come into the 
store and look at shoes, even though 
they have no intention of buying.” 

Fall business at Fishman’s has been 
10 per cent ahead of last year. Priced 
from $6.50 to $11.00, 65 per cent of 
their ladies’ shoes are sold at $8.75, 
in Mr. Bobilya’s department, which 
shows early styling, finding it prcfit- 
able when one season tails out to show 
the following season’s wear early. 

“We look for a big increase in Win- 
ter business, and with Fall sales from 
18 to 20 per cent greater than they 
were last year, there is every indica- 
tion of a definite uptrend in business 
conditions,” says Charles Huttinger, 
shoe department manager for Sued- 
hoff & Butler, Fort Wayne men’s wear 
shop, where shoes are sold from $5.00 
to $15.00, with 70 per cent of the sales 
at $6.75. 

39 Consecutive Gains 


“September was the 39th consecu- 
tive month, where each month showed 
an increase in our business, as com- 
pared to the month a year previous,” 
states F. O. Lawrence, manager of the 
Wolf & Dessauer shoe department, 
Fort Wayne, who believes in making it 
easier for customers to buy the things 
they want by carrying stocks people 
ask for. 

In the “Better Shoe Salon” of Wolf 
& Dessauer, a 40-year-old establish- 
ment, ladies’ shoes sell from $6.50 to 
$14.75, the majority at $6.50 and $8.50. 
In another ladies’ department every- 
thing is priced at $3.97, while shoes in 
the children’s department sell for $2.50 
to $4.50. 

South Bend, Indiana’s third largest 
city, is an automotive town, and when 
Detroit is going good you can be sure 
that South Bend is prospering. With- 
in a 35-mile radius of South Bend, 
visited Dec. 5, 1679, by La Salle, the 
explorer, there lives a population of 
350,000. 

Number one industry of the town, 
made famous by Knute Rockne’s Notre 
Dame football teams, is Studebaker, 
employing 9000, working at peak pro- 
ducing the 1937 model. Second ranking 
South Bend manufacturer is Bendix 
Corporation, automobile and aeroplane 
accessory plant, with 4500 employees. 

“With men buying patterns, checks, 
coarse tweeds, double breasteds and 
sport backs, it’s our opportunity to 
sell brogues, Scotch grains, Norwegian 
leathers, combinations of alligator and 
reverse calf, and luggage browns,” 
points out R. L. Noell, shoe depart- 
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—I’d hop right down to the 
HERALD SQUARE BUILD- 
ING and look at their offering. 

It’s a store 32 by 74 on the 
Broadway side. Broadway and 
the main corridor (which boasts 
more traffic than many main 
streets) give it a “corner loca- 
tion”. There’s a valuable mez- 
zanine and a useful basement. 

Great expanses of windows 
extend across the entire Broad- 
way front and around into the 
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main corridor. Today, volume sales on footwear 
come from showing styles and price tags. Here’s 
a chance to show them in full, unobstructed day- 
light during }usiness hours; and under gorgeous 
illumination at night. 

Best of all, the rental for this store is not 
pitched to the high level of a corner location; 
and the store might be divided to suit the tenant. 
I shall be glad to show it or to tell you more 
about it if you’ll phone 

MICHAEL E. LIPSET & CO. 


1350 Broadway—Clrele 4-2466 
or A. S. Friedman Clrcle 7-4282 


HERALD SQUARE BUILDING 


BROADWAY 
at 6th Ave. 


BROADWAY 
at 36th St. 


BROADWAY 
In Herald Sq. 


BROADWAY 
at 35th St. 

















ment manager of the Max Adler Co., 
South Bend men’s store, which sells 
men’s shoes from $5.00 to $10.00, with 
the volume at $5.50 and $6.50. 

“There is an inclination for men 


to dress up,” observes Mr. Noell. “The. 


fact that there are so many new auto- 
mobiles is an indication of the buying 
power of the public, and a person feels 
that he should be well-dressed when 
he gets into a new car. 

“Our Fall business has shown a 30 
per cent gain over last year. There 
is no sales resistance on price any 
more, and there is a definite tendency 
toward higher-priced merchandise.” 

C. R. Shively, who with Charles 
Armstrong owns the ladies’ shoe de- 
partment at Newman’s, South Bend 
women’s style shop, notes a 35 per cent 
increase in business in the first nine 
months of 1936 over a year ago, di- 
rectly traceable to higher prices on 
shoes, unit prices remaining somewhat 
the same. 

“We look for a nice improvement 
in business,” says Mr. Shively, “with 
a steady pick-up. There will be no 
‘dog days’ in December. Blacks, browns, 
dark grays, greens, and reds, all the 
way through our stock, will show sales 
increases.” 

Newman’s sells ladies’ shoes from 
$6.50 to $9.50, with a nice response 
on $6.50 and $7.50 shoes. 

“Everybody who comes in here sees 
my top-grade shoes,” is the policy of 
C. E. Porter, who owns the shoe de- 
partment at Livingston’s, South Bend 
men’s store. “They will tell me if a 
pair is too high priced, and it is flat- 
tering to them to bring out the best. 

“Business is looking better than it 
has for several years. My sales have 
shown continual increases every month 
for 16 months, and up to October first 
my 1936 sales were 21 per cent better 
than last year.” 

Mr. Porter sells his men’s shoes 
from $5.50 to $15.00, with the best 
response at $6.00 and $10.00. 


First to Volunteer Trade Code 
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preparation of such merchandise; nor 
shall any merchandise so _ branded, 
marked or packed be sold or distrib- 
uted. 

“(b) No retailer shall use or permit 
to be used the trademarks, trade names, 
slogans, trade characteristics, or other 
marks of identification of competitors, 
or any infringement of them, which 
have the tendency and capacity of mis- 
leading purchasers, or prospective pur- 
chasers, or the tendency of injuriously 
affecting the business of such com- 
petitors. 


3. INACCURATE BILLING 


“No retailer shall knowingly with- 
hold from, or insert in any quotation, 





Husky Shoes for Stormy 
Weather 
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O'Connor & Goldberg, Chicago, are 

featuring several extra heavy men's ox- 

fords of this general type for winter 

wear. They report a very favorable 
response. 





bid, or invoice any statement which 
makes it inaccurate in any material 
particular. 


4. REBATES AND CONCESSIONS 


“No retailer shall offer or allow any 
consumer special prices, rebates, re- 
funds, commissions, credits, or un- 
earned discounts, whether in the form 
of money or otherwise, which are not 
allowed to all consumers of the same 
class on like terms and conditions; 
provided, however, that these restric- 
tions do not apply to sales to and for 
the personal use of persons directly 
connected with such retailer’s business, 
and provided further, that nothing 
herein has reference to a difference 
in costs, prices, services, or privileges 
on account of differences in grade, 
quality, quantity, or commodity sold. 


5. PREMIUMS 


“(a) No retailer shall use premiums 
in any way which involves commercial 
bribery or described in Section 9 of 
this article, or for the purpose or with 
the effect of misleading or deceiving 
consumers, or in ways which involve 
a ‘lottery,’ ‘gamble’ or element of chance 
in any form. 

“(b) No retailer shall give premiums 
to any consumer when similar premi- 
ums are not offered and given to all 
consumers of the same class in the 
same trade area. 


6. SUBSTITUTION 


“No retailer shall ship or deliver 
products which do not conform to 
samples submitted or representations 
made in securing the order, when such 
substitutions are made without the con- 
sent of the purchaser. 


7. DEFAMATION OF COMPETITORS 


“No retailer shall defame a competi- 
tor by falsely imputing to him dishon- 
crable conduct, inability to perform 

[TURN TO PAGE 56, PLEASE] 
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SHOE MERCHANTS . . . . . #£=SHOE- BUYERS 
In DEPARTMENT STORES 
Shoe Chain Store Operators 


BOO? AND SHOL 
a SHOE MANUFACTURERS 


Whose primary interest for the next 
Thirty Days will be— 


The 
NATIONAL 


SHOE FAIR 


at 


CHICAGO 
January 4, 5. 6 and 7 








Will Read Boot and Shoe Recorder’s 
LEADERSHIP IN INDUSTRY ISSUE 
of DECEMBER 26th 
CIRCULATION 18.000 COPIES 


THE whole shoe industry will get the story of your product, if you advertise it in BOOT AND SHOE 
RECORDER’S LEADERSHIP IN INDUSTRY ISSUE on December 26th. Sixteen pages of authoritative 


shoe style information, prepared by authoritative shoe people,—a staff of trained observers whose year- 
round business is shoes; and presented in the dramatic and colorful manner that the whole industry calls 
“tops.” And what company we're keeping this year in this great issue! Already advertising reservations 
read like a Who’s Who in the Shoe Industry—and they’ve only just started to come in. By closing date 
every fashion leader in the men’s, women’s and children’s shoe field, as well as the tanners of leather and 


manufacturers of materials that make these shoes leaders, will be “among those present.” 


FOR the merchants who attend the National Shoe Fair, it will be their official guide. For those who must 
stay at home, it will be the next best thing to going; for all, it will be their Where To Buy Directory 


for 1937. 


Advertising Forms Close Dee. 14th, 6 P. M. 
BOOT AND SHOE RECORDER 


A CHILTON ® PUBLICATION 
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Make This Year's Inventory 
Worth Something 


[CONTINUED FROM PAGE 19] 


Sheet No. 





Date 





Wrtn 
Description 





Ext —___ 


Std 
Heel | Selling |Cost 


Fig. I—If the inventory shows a complete description of each shoe, then the 
stock can be analyzed thoroughly. 


attempt to value each shoe correctly. 

Figuring extensions is easy if we 
have a comptometer. If not, we can save 
much time and energy by making out 
beforehand a large “Extension Table” 
as shown in Fig. 2. The prices we list 
will be the ones found most frequently 
in our stock. 


3—Interpreting the Inventory 


First we compare the inventory dol- 
lar total for each department with the 
year’s sales in that department. We 
divide the sales by the inventory to find 
the “inventory ratio.” When we deduct 
the rate of margin from this “inventory 
ratio,” we arrive at the approximate 
rate of stock turn. For example: Sales, 
$18,000. Inventory, $8,250. Margin, 32 
per cent. What is the turnover? 

a. 18,000 ~ 8250 = 2.18, the inven- 
tory ratio. 


Fig. 2 — Save time 
and energy in figur- 
ing inventory exten- 
sions by making a 
table for the costs 





b. 2.18 less 32 per cent of 2.18 = 1.48, 
the rate of stock turn. 

Of course turnover should be figured 
on average inventory, while this is 
based on closing inventory. Still at that. 
we get a good line on where our dollars 
work fast and where they are sluggish. 
Then we analyze our women’s shoe in- 
ventory to find how many pairs we have 
in each material, how many high heels 
and how many low, how many in each 
price line and how many from each 
manufacturer. 

Hard work? Much less than we had 
thought. And all because we had the 
foresight to spend an extra hour when 
we took the inventory putting down the 
required information against each shoe. 

We then compare all this information 
about our stock with what we know 
about our sales in the same groups. We 


[TURN TO PAGE 56, PLEASE] 


Extension Table 


11 
1250 


1000 
1040 | 1300 
1100 | 1375 








frequently used. 39 
pairs $2.85 is 
quickly computed by 
— down two fig 
ures from the table 
this way 2565 
855 
OLD STOCK INVENTORY 
Invoice the total pairs of each style 
listed below about the first of ev month. 
Stock | Season | Mfr. Description | Jan | Feb | Mar} Apr | May | Jua 
No. _| Letter 





























——— 





ventory" every 



























Fig. 3—From the annual Inventory Sheets list on this "Old Stock In- 
le over six months old. Then count the pairs on hand 
e first of every month till all are sold. 








YOU 
CAN HAVE 
YOUR CAKE 
AND EATIT 





HOTEL LENNOX 
IN SAINT LOUIS 


We specialize in pleasing the hard- 
to-please guest. The more critical 
and exacting you are, the harder 
you'll fall for Lennox service. 


From the moment you register until 
you depart you'll enjoy courteous 
treatment, restful sleep and pleas- 
ant surroundings at Hotel Lennox. 


Fine Food and Drink is 
Part of the Good Service 


RATES 
50% of all rooms rent for $3.50 or 
less, single; $5.00 or less double 






ennnox 


& WASHINGT 





Within 1 Block of Hotel Mayfair— under same management 
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ssifed and Naat thd’ 





SALESMAN WANTED 


SALESMEN WANTED 


FOR SALE 








We MANUFACTURE the outstanding line of MEN’S high styled American Welt 
dress shoes retailing $2 to $3. Aggressive SALESMEN or SALES organizations 
with good following among the CHAIN, DEPARTMENT and general RETAIL 
stores APPLY. Commission basis—Drawing account arrangement planned. State 
age, experience, past record, present line, territory, financial condition and EM- 
PLOYER references. Information strictly a 


Address F142, C 
BOOT & SHOE RECORDER, 140 Federal Street, Boston, Mass. 











ATTRACTIVE OPPORTUNITY 


ral time salesman wanted for Eastern Pennsyl- 
Line consists of In-Stock Children’s, Misses, 
 — Girls’ ie” and Boys’ Shoes. Popular prices. 
$49.00 drawing account for the ‘right man. Only 
interested in a man with following and a eapertense 
on the territory. State age, references and 
Address Fi4i care 


BOOT & SHOE RECORDER 





239 West 39th Street, New York, N. Y 








Weesnown children’s line stocked in 
Chicago wants salesmen for Iowa, Wisconsin 
and Minnesota. Excellent as side line. Address 

F-134, care Boot & Shoe Recorder, 239° West 
39th Street, New York, N. Y. 





—— WANTED for Michigan and In- 
to oury rubber and conves footwear 
as te Commission basis. Low priced line 
sells easily. Address F-130, care Boot & Shoe 
Reverder, 239 West 39th ‘Street, New York, 





Prt short line girls’ 12/8 heel $1.98, 
$2.98 retailers, wants salesmen for middle 
western territories. sellers. Excellent as 
side line. eo in Chicago. Address F-135, 
care Boot Shoe sme 239 West 39th 
Street, New Se N. 


REPRESENTATIVES | Wanted: Complete fast 
pio line of genuine leather Arch ew 
New Corrective “ye = in Arch _ ee 
oy is going big. Sold only ibe ye 
y to carry and present. 
sions. Old catablished firm. Gee gb eng 
Box 33, Franklin, Ohio. 





S ALESMEN (Two) for high grade juvenile 

welts—infants to growing girls—Middle West 
—Pacific Coast—Commission only—over 70 
numbers carried In Stock. Would fit in with 
high grade non-conflicting line. Julius Altschul, 
Inc., 117 Grattan St., Brooklyn, N. Y. 





XPERIENCED salesman for women’s novel- 

ties and arch support in stock shoes for 
Southeastern Ohio, Eastern Indiana and North- 
eastern Kentucky. Address F-143, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


LARGE family shoe store in town of 15,000 
population in central Massachusetts. Good 
clean stock of nationally known brands. Re- 
markable opportunity for man with capital. 
Only those interested in buying this store as a 
going business need answer. Address F-145, 
care Boot & Shoe Recorder, 140 Federal St., 
Boston, Mass. 





FOR SALE AT SACRIFICE. Beautiful 
walnut fixtures for entire shoe store. 
mediate disposal essential. Goldsmith Bees., 
302 Lackawanna Ave., Scranton, Pa. 





FOR SALE Landis Stitcher No. 12, Singer 
patch machine, Champion finisher model 53. 
Will Downie, Pomroy, Ohio. 





FOR SALE Salvage stock Menihan Arch-aid 
women’s shoes about 1300 pairs, sizes 2%4 
to 12. Will close ot entire lot at a very low 
price. B. P. Mangin, 191 Geneseee St., Ro- 
chester, N. Y. 





LINE WANTED 








LINE WANTED 














WOMEN’S NOVELTY SHOES WANTED 
FOR CALIFORNIA 


A good line of women’s novelty shoes which retail at $3.00 
and $4.00 is wanted for the state of California by an experi- 
enced shoe salesman who has a sample room in a centrally 
located downtown office building. References exchanged. 


J. R. HAMELIN 
Room 228, Broadway Arcade Building, 


Los Angeles, Calif. 








SALesusy WANTED: ferry side line in- 
chdowns. basis. 
A. ae Co., 719 S. Sarah "St, St. Louis Mo. 


OME re-ar t of territories enables us 
‘SOT is "cml pete tr “cases 
If are nanee Se os ag 
wi a od 
i ay make poner $1.98 re. 
tailers, write to Boston As Shoe Corpora- 
aa seaming gp oe a und I ig 
, ai volume 
ae les; or, see our Mr. Stanley Morton at Room 
1258 Palmer House, Chicago, during the Chicago 
Shoe Show in January. 





WANTED a well known and well liked line 
of shoes, men’s or women’s, for the state of 
Kentucky or Ky. and Tenn. by a man that has 
gumption and experience ——. and knows 
the shoe business well enough to shoes 
right. In my 20 years down here I have 
pom ga a six figure annual average, which ma: 

not be big to some, but it is good here. M. M. 
Mitchell, Pp 6. Be Box 471, Louisville, Ky. 





POSITION WANTED 





HOE SALESMAN, on women’s 
3s Corrective and we mene oo high grade 
shoes; commission basis. Pennsylvania, Mary- 
land, Washington, D. C., Virginia & West Vir. 
ginia. References to accompany application; 
also state Address F-144, care Boot & 
Shoe Recon ier, 239 West 39th Street, New 





WIDE awake Shoeman—Over eight years’ ex- 
perience. Age 25. Wants connection with 
progressive chain or department. eer sales- 
man, galt ng for manager’s duties. Can dis- 
play. roughly dependable. Al _ references. 
Address F-146, care Boot & Shoe Recorder, 
239 West 39th Street, N. Y. 








POSITION WANTED 


VAILABLE Jan. 1st, 1937, Manager, B 
A or Som, a 36, ” Married. A o teat, 
good shoeman, o anywhere. S. H. S., 
422 West 20th St., Norfolk,. Virginia. 








WANTED, a Pacific Coast retail shoe posi- 
tion. For some time I have been looking to- 
ward securing a position with some good retail 
shoe house on the West Coast. ave had 
eighteen years’ experience as salesman, buyer 
and manager in some of the best stores in 
Nebraska, and know the retail shoe business in 
every branch. Correspondence solicited from 
the management of a store who can use the 
services of a real shoeman. Elbert F. Bowers, 
care Kaufmann & Wernert, Kearney, Nebr. 





The ra’ 





ite 
charge, 75 cents. For all other classified 


CLASSIFIED ADVERTISING RATES 


for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. 
_The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
if fee” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “py 


inimum charge, $1.25. 
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POSITION WANTED 


MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 





AN aggressive young man with a good back- 
ground desires a position as assistant buyer 
or store manager. At present employed in 
executive position of national organization. Ad- 
dress F-147, care Boot & Shoe Recorder, 209 
S. State Street, Chicago. 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 


w itt b 1 ti stocks of shees 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 


IRVIN RUBIN 


“The House of Jobs’’ 
89 Reade St., Cor. Church 


Phone Barclay 7-7887 New York City 

















Eagle-Ottawa Strike Called Off 


GRAND HAVEN, MicHu.—Several hun- 
dred Eagle-Ottawa Leather Co. em- 
ployees who in the middle of September 
walked out without notice demanding 
union recognition and a closed shop, 
have called off the strike and have ap- 
plied for reinstatement, according to 
Julian B. Hatton, president. 

Reports to the contrary notwith- 
standing, the company is not discontinu- 
ing any of its lines of manufacture, 
Mr. Hatton says. 





Foley With Frank Sbicca 


PHILADELPHIA—Joseph E. Foley is 
now associated with Frank Sbicca, in- 
ventor of the Sbicca Process, who is 
engaged in the manufacture by that 
method of a quality line of footwear. 
Mr. Foley will promote this line to vol- 
ume accounts in the principal cities. 





Lauderdale Store to Move 


Fort LAUDERDALE, FLA.—Abe New- 
man, manager of the Lauderdale Shoe 
Store, here, has announced the com- 
pletion of negotiations for a lease on 
new quarters for his business in the 
Tropical Arcade, and will stage a re- 
moval sale shortly. 

The Lauderdale Shoe Store was es- 
tablished here 11 years ago, and a con- 
stant incréase in business makes the 
change to larger quarters necessary, 
Mr. Newman said. 











PROTECT AND IMPROVE YOUR SALES WITH 


_ Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments, $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 
4246 North Crawford Avenue, Chicago, Illinois 


Side Line Salesmen Wanted. Please furnish references with application. 


MANOLIS PRODUCTS 














BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











What They Say About Stockings 


[CONTINUED FROM PAGE 15] 


says that a $1.35 is longer considered 
an extravagant price for hosiery. Crepe 
twist stockings with the greater sheer- 
ness and strength have been instru- 
mental in trading up hosiery. They 
have proved conclusively to women that 
it pays to buy better stockings for 
every day wear. 

This swing to quality merchandise 
makes prospects bright for the Christ- 
mas hosiery business. Clarke Tobin, 
of Propper-McCallum, who has spent 
two months in a coast-to-coast tour, 
says that the Christmas outlook this 
year strikes the pace of the fat years 
of the twenties. As compared with last 
year’s price-pounding approach, hosiery 
this year has fashion news quality and 
beauty to make it recognized again as 
the gift at the top of the list. 


Ie It True 
That Open Shoes Will Affect 
Foot Constructions In Hosiery. 


In working on their Spring lines, 
hosiery stylists are concerned about the 
indications of open shoes for Spring. 
Foot reinforcements must be lowered 
... and it’s a problem to produce stock- 
ings that will give reasonable wear and 
still look well with sandalized shoes. 

One answer to the problem is a 
meshy, lacy type of foot construction 
which looks lighter than double rein- 
forcement and still has considerable 
strength. 

The lace toe stocking shown in the 
photograph has been successfully pro- 
moted for evening wear and suggests 
possibilities for a day time stocking. 
Van Raalte are now making their 
famous “Queen Anne’s lace stocking” 
with an entire lace foot as gesture to 
the coming sandal vogue. 













PREVENT LOST SALES! 


On your hard to fit 
customers. 


Write for full par- 
ticulars and our 
special combination 
offer. 


DUNDE SHOE 
RESHAPING DEVICES, INC. 
Republic Bldg. 


209 So. State St. 
Chicago, Illinois 














World's Fair Bond Quota Set 


New YorK—At a meeting of the New 
York World’s Fair Bond Committee, 
under the leadership of Ward Melville, 
covering the retailing, manufacturing 
and wholesaling of shoes, a quota of 
$250,000 was set for the purchase by 
the industry. The bonds are due in 
1941 and pay 4 per cent interest. 

Committee member John Slater, 
whose name was not listed in last 
week’s issue, was unavoidably absent 
because of an automobile injury. Other- 
wise, the committee was present in full 
force as guests of Mr. Melville at the 
New York Yacht Club for a review 
of the bond selling program and an 
allocation of sub-committees and quotas 
therefor. 

The various committees plan to com- 
plete their work by Jan. 1 and if pos- 
sible to exceed the quota. 





Adds Costume Jewelry to 
Accessories 


DENVER, CoLo.—Costume jewelry is 
the latest acquisition in accessories at 
the Fontius Shoe Co., Denver. The com- 
plete showing includes with the jewel- 
ry, bags and pocketbooks, and hosiery. 
A large stock of fancy boxes for hosiery 
and shoes is being shown for Christmas 
purchases next to the accessory counter. 
These boudoir boxes are always heavy 
sellers at this time of the year. 





Page 56 


Make This Year's Inventory 
Worth Something 


[CONTINUED FROM PAGE 53] 


learn a lot of things we didn’t know. 
And most important, we learn about 
the age of our stock. There are still a 
few shoe dealers who don’t put a season 
letter on the stock number as each new 
shoe arrives. If you are one of them, 
start right now and put letter A on 
everything received the next six months, 
the letter B for six months, etc. 
Because our stock is all season-let- 
tered, we can easily compare this inven- 
tory with previous ones. Suppose it 


shows this: 
Six One 
Today months ago year ago 





Under 6 months. ..$4,125 $4,465 $5,415 
6 to 12 months.... 1,930 1,825 1,530 
Over 12 months... 1,140 980 720 

BO ccccccctms $7,195 $7,270 $7,665 


That’s bad! Our total stock is lower. 
But we have fewer new, desirable shoes 
and more old stock. So we establish a 
monthly “Old Stock Inventory,” as 
shown in Fig. 3. 

We start it by listing from our an- 
nual inventory the stock number, de- 
scription and number of pairs on every 
style over six months old. Then we 
require these shoes to be invoiced once 
a month, line by line. We keep them on 
our mind and on our salesmen’s minds. 
We make every effort to clean them out 
before next inventory time. That’s mer- 
chandising! 

Of course we have already adjusted 
our insurance to our inventory. Too 
much insurance is a useless waste. Too 
little is a dangerous risk. 





First to Volunteer 
[CONTINUED FROM PAGE 51] 


contracts or questionable credit stand- 
ing, or by any other false representa- 
tion, or by falsely disparaging the 
grade or quality of his goods. 


8. THREATS OF LITIGATION 


“No retailer shall publish or circu- 
late unjustified or unwarranted threats 
of legal proceedings, which tend to or 
have the effect of harassing competi- 
tors or intimidating their consumers. 
Failure to institute suit in due course 
shall be evidence that such threat is 
unwarranted or unjustified. 


9. COMMERCIAL BRIBERY 


“No retailer shall give, permit to be 
given or directly or indirectly offer to 
give anything of value for the purpose 
of influencing or rewarding the action 
of an employee, agent or representative 
of another retailer of this trade or any 
other trade or industry, in relation to 
the business of the employer of such 
employee, the principal of such agent, 
or the represented party, without the 
knowledge of such employer, principal 
or party.” 

Concluding paragraphs deal with 
breach of contract, espionage, loss lim- 
itation and standards of merchandise. 


A Duyieg 
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BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa........ 00... ee cece cece cee eee ceees 48 
CLAPP, EDWIN, & SONS, INC., E.“Weymouth, Mass............cc ccc cue ecueeeees 46 
Rr ee WER OOU),, Wow York City. occ. cect ccc cencccescccntccuceteegninces 44 
CONNELL, J. M., SHOE CO., S. Braintree, Mass.......... ccc cece cece cc cececeeces 44 
ee, Oe, ee e. Sctiaabar EV... o's cae onc c'cec'e oe ngebeeecedacdecnct 46 
ENDICOTT-JOHNSON CORP., Endicott, N. Y..........cccccecceccecuceccvevecs 6, 7 
GOODRICH, B. F., FOOTWEAR, Watertown, Mass..............cccccceccucceceecee 25 
Svar Seta ce, St. Louis, Mow... oe. 5 oe Sen oko Se acon baee ooh 8 
Remens. weene GO. Crtalia,® Neb. 5.65 ooo coke ones od Roc cdeadiswesices 44 
SPIEL oUNT SIRI PUIBCINUOING, CPS. sg. ons ccc os 0c csecncueccuc cciccnuccgusccs 44 
MISHAWAKA RUBBER & WOOLEN MFG, CO., Mishawaka, Ind.................000- 10 
means MNO NNSG cn sc a's sivas ian des i caed dwene ence ne weenie 50 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass........... ccc cccccccucceceuecs 44 
MUSEBECK SHOE COMPANY, Danville, Ill.......... 0. ccc cee cece ceeceveeeees 5 
NUNN, BUSH SHOE CO., Milwaukee, Wis........00. 0.00. ccc cece cee eeceees 3rd Cover 
PETERS, Branch of Int. Shoe Co., St. Louis, Mo...........ccccceccuccecccceueuces 35 
PHYSICAL CULTURE SHOE CO.., Portsmouth, O........... cece cc ccceeceececcees 30, 31 
ROHN SHOE MFG. CO., Milwaukee, Wis............ 0. ccc ccc cccccccceccceccccce 49 
SERVICE LEGGING CO., INC., New York City........... cece ceececcccecuccececs 45 
UNITED STATES RUBBER PRODUCTS, INC., New York City.................. Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass...............ccccccceccccuccuceccucus 46 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston and New York City...........cceccccccecsesecceseceae 1 
COLONIAL TANNING CO., Boston, Mass...........ccccceccccucucececceeeceees 4 
ENGLAND WALTON CO., Boston, Mass..........cccccececcccccccecccecececcees 43 
GOODYEAR TIRE & RUBBER CO., Akron, O......... ccc ccc cccceeeccceucceceeees 23 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass..............0sccecsceecccseees 42 
LBVOR, 61-8 -GOw 1M, New York Cltys..6o. cc eciciieccccecdecdoccdeveseece 2, 3 
RICHARD YOUNG CO., New York City........... cece ccc cccuccsccececcceceees 33 
RUEPING, FRED, LEATHER CO.; Fond Du Lac, Wis............ccccecccceecce 2nd Cover 
SEVOPe ERAT oe COL, Newer Me Si cid cc ccc cncccccceccccecccceccece Back Cover 
SURPASS LEATHER CO., Philadelphia, Pa.............. cc ccc ccc ccccccccccecccee 33 
UCU INTO Ge, BORO, WER. Eo. os mciete oroecen vcs scent ccedebcccccs 33 
STORE EQUIPMENT AND ACCESSORIES 
ADRIAN X-RAY SHOE FITTER, INC., Milwaukee, Wis..............0cc ccc cceccuece 48 
DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Illl...........cccececececececs 55 
MANOLIS MANUFACTURING CO., Chicago, Ill......... Pic atea aya ekakewadcvn 55 
SHOE FORM CO., Auburn, N. Y............0..cceceeees Maines vip tdceiaiedigy ied bon 39 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
EVERETT & BARRON CO., Providence, R. lo... . ck cece c cece cece ee ceeeececeees 50 
MEARS, F. W., HEEL CO., INC., Boston, Mass..........ccccecccesececeenccecceees 27 
UNITED LAST COMPANY, Boston, Mass............ PEGA cae oe 36, 37 
UNITED SHOE MACHINERY CORP., Boston, Mass...............e000- ee yee ee 40 
UNITED STATES RUBBER PRODUCTS, INC., New York City.:... SME bor GO Ae AOR 47 
MISCELLANEOUS 
AMERICAN WEEKLY, New York City... 0.0... ccc ccc cece cece ee cescecccceeuseeeces 29 
BARIS SHOE COMPANY, New York City............cccceceecceceeeecceceeucdees 55 
HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa................. ccc cceccececeees 47 
POT Ont) SPs COUN INS 6 eng Sis eek Cae a hae sv ccd ekctecewesiee 52 
HOTEL PHILADELPHIAN, Philadelphia, Pa. ............. cece cece cece ce ecacecees 49 
ON Nee SONNE PT NTE II ss cis ccc cenc cwctcdcctaasdecccovcescacsses 55 
KIRSCH-BLACHER CO., INC., New York City............ccccecccecccccecccecees 55 
MICHAEL E. LIPSET & CO., New York City .......... ccc cece ee ccccccccccsccenece 5h. 
STEPHENSON LABORATORY, Boston, Mass..........sescceeececeecseceeeeceeweres BS 
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| hui Us THE LITTLE MISS 


LIKE HER MOTHER—WITH KALI-STEN-IKS STYLE 








The Reputation of Kali-sten-iks Value Means 


the Repetition of Kali-sten-iks Turnover . . . 


Conscious of the eye-appeal 
which makes even the Little 
Miss want shoes that are just as 
smart as her Mother’s, Gilbert 
stylists meet this demand with 
patterns of good taste. For the 
Mother, too, must be pleased 
with her daughter’s wish for 
correct style! While all this 
creates many a new customer, 
the in-built Quality, character- 
istic of Kali-sten-iks, makes the 
demand for the next pair even 
greater. Patented Seamless 
Quarters, seamless linings, 3- 

' point suspension, and shoemak- 
ing refinements of Kali-sten-iks 
Shoes, Keep Good Feet Healthy 
and comfortable. Kali-sten-iks 
as the leader of your children’s 
department is a real Capital 
Asset in building and holding 
a loyal line of customers. Feel 
free to write us. 





IN STOCK 
Style No. 5062, Brown Calf Wide 
T-Strap 
12% to 3, 4,B,C&D..... $3.05 
3% to 9, AAA toC......... $3.75 





“Kali-sten-iks” will be on display in Room 601, Palmer House, Chicago, January 4, 5, 6, 7 during the National Shoe Fair 


KEEP GOOD FEET HEALTHY 





The Gilbert Shoe Co. tmensvitze, wisconsin 
New York: 541 Marbridge Bldg. Los Angeles: Hayward Hotel 
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ONLY 19 EVE’S TO NEW YEARS EVE 
You Still Have Time To Size In From HANNAHSONS Large Stock 







ES Se en = 








ENING SANDALS 
FROM 


Hannahsons 


=5e-" Amalgamated 


Riti3 Genuine Silver Kid........ $2.75 
Ritt7 red Gold Kid......... 3 TRIXIE IN STOCK 


‘eu es ~~ GOLD AND SILVER KIDS zx 


As Above Only with 11/8 Block Heel Correctly a Perfect Fitting Sandals Made With 






$¢ 
E 
ry 
@ 
3 
ep 
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wf 
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RIS15 Genuine Silver Kid........ $275  Amalgamated's Fine Leather Are the Greatest Value Any 
wr ak Last, found os, ii7é vg In Stock Department Can Offer 6 a a eee 14/8 
ee) R1185 Genuine Silver Kid........ $2.75 
R1187 Genuine Gold Kid........ 3.26 








AAA te B Widths H A N N A H S O N S OARS. both See oe Bony 





This pattern also carried in stock in 
L, heels in White Faille or Black 
Faille at $2.00. 











TRIXIE 





CHERIE 





RITA IN STOCK 





#1002 Genuine Silver Kid........ $3.10 R196 Genuine Silver Kid........ $2.75 
R1004 Genuine Gold Kid........ 3.60 R1198 Genuine Gold Kid ........ 3.25 
66 Last, Round Toe, 21/8 66 lant, Rew Le 21/8 

ee 








As above —. with 12/8 
Block Heel 





seccseses DOU WHIPS Genuine Gold Hid.......- 


B 
This pattern also carried in stock in fn ft me yg i a Be in 
ae ee both Is fa, White Faille or Black 











SEND TO HANNAHSONS, HAVERHILL, MASS. 
FOR A COMPLETE IN-STOCK BULLETIN 
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but Spaulding Counters give him Happy Heels 


Ask any dentist how important a pair of comfortable shoes are. More than most of us, he 


knows the value of heels kept strong, secure and happy by Spaulding Counters. One of the 
reasons for the perfect heel fit they insure is the fact. .. . Spaulding Counters are made, in both 
rights and lefts, to the exact measurements of the manufacturer's lasts. Extra care and quality 
go into the fabrication of Spaulding Counters—to prevent sagging and bulging, keep backseams 
straight and the quarters and vamps trim for the life of the shoe. Give your shoes this extra 


value, and make fast friends of your customers by specifying—‘‘With Spaulding Counters.” 


FAULDING' 


Count ers 


“Made in North Rochester, N. H. 





NO OTHER PART OF THE SHOE MEANS $O MUCH... AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder , 
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ENDICOTT -JO 
: }) 


6557—Gun Metal Blu- 
cher, McKay, Composi- 
tion Sole, Rubber Heel, 
Riveted Shank. Sizes | /6. 

$1.42), 


655714,—Same in Little 
Gents’. Sizes 9/13!/. 
$1.30 


661 |—Gun Metal Blucher, 
McKay, Oak Sole, Rubber 
Heel, Riveted Shank. Sizes 
106 ici. kerewe $1.42! 


6611!14—Same in Little 
Gents’. Sizes 9/13!/. 
$1.30 
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6507—Gun Metal Blucher, McKay, 
pea Sole, Rubber Heel. Sizes 
1/6 


N atee Ridin gi Rin ate ee ais cable $1.27, 
6507!4,—Same in Little Gents’. Sizes 
iat a raat ay $1.15 


6515—Gun Metal Blucher, McKay, Com- 
position Sole, Rubber Heel, Riveted 


Shank. Sizes 1/6 .............. $1.30 
6515/4,—Same in Little Gents’. Sizes 
| Baa Rie es Spy ites $1,171, 
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oN Gnl¥ NEEDS 
<a 


It seems that Johnny and Bill and Harry are always needing new shoes 


id they alw t them, too—but do they buy sh t tore? 
—and they always get them ut do they buy shoes at your store SEVEN EAMOUS 


Here's a sure fire plan of bringing these youngsters in as good steady 
customers. 
AMERICAN WORDS 
Display and stock this smart appealing line of Endicott Johnson Boys’ and 
Little Gents' Oxfords. They capture the young chap's fancy at once 
because they're styled just like Big Brother's and Dad's shoes, and having 
reached the crifical age when shoes must be righ? in every respect, this 
Endicott Johnson line is exactly what they want. 

—And this line appeals to parents, too, for Endicott Johnson oxfords are 
long wearing, fit well and are priced to fall well within the average family's 
shoe budget. 

You can do a real selling job with this outstanding line. Order today from 
our In-Stock Department. 








6627—Gun Metal Bal, McKay, Leather 
Heel, Leather Sole, Riveted Shank. Sizes 
a is v ves ins $1.45 


5860—Gun Metal Blucher, Welt, Oak 
Sole, Rubber Heel, Grain apes" Sizes 
1/6, Width D 


ae we in Little Gents’. Sizes 
ms. Width E.............. $1.40 


6204—Black Calfskin Bal, Welt, Oak 
Sole, Rubber Heel, Grain Inner. Sizes 
1/6, Widths B, C, D ........... $2.00 


5865—Gun Metal Bal, Welt, Oak Sole, 
Leather Heel, Grain Inner. Sizes 1/6, 
Width D $1.52! 


6202—Black Calfskin Bal, Welt, Oak 
Sole, Grain Inner, 9/8 Leather Heel. 
Sizes 1/6, Widths B, C, D $2.00 


ST. LOUIS, MO. 
NEW YORK CITY 


When writing advertisers please mention Boot and Shoe Recorder 
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‘ROO! 


When the big buck Kangaroo is 
hunted by sportsmen, and not the 
professional hunters and skin col- 
lectors, it will lead a pursuing 
party a hot and merry chase over 
many miles of brush and forest 
land before they get it at bay—if 
they ever do! But the yearly kill of 
roos in Australia is limited by the 
government in a way that assures 
a constant supply of animals (and 
skins). 

Kangaroo leather is 17% stronger, 
weight for weight, than any other 


T A N N E D leather known. It is soft and pli- 


able, makes for real foot comfort 
the first day the shoes are worn and 
| N every day thereafter. The grades 
used for men’s dress shoes have a 
tight, even grain that takes a high, 
lustrous polish. 
No wonder that retailers every- 
where find shoes of Kangaroo one 


of the most profitable staple lines 
they can handle! 


SURPASS LEATHER CO., PHILADELPHIA . RICHARD YOUNG COMPANY, NEW YORK e ZIEGEL EISMAN COMPANY, BOSTON 
When writing advertisers please mention Boot and Shoe Recorder 
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EE 
8350 Display Rooms: Newest footwear 
fashions for Spring. Men’s, Women’s and 
Children’s lines in all grades and types. 


Sales Planning and Sales Pro- 
motion Clinie: Bring your selling prob- 
lems to sales experts. Recognized authorities 


will advise you. Improve your sales campaigns. 


Exposition Hall: Educational exhibits— 
displays of accessories and allied products. The 


center-piece of attraction for all shoe men. 


Banquet—All Industry: Wednesday 
night—food, fun, relaxation. The shoe industry 


in iviendy contact. The entertainment — = spot. 


Store Modernization Clinic: Modern 
store front—model shoe store—12 miniature 
store fronts perfectly scaled. Consulting staff 
will advise you. 


Expense Control and Store Man- 

agement Clinic: Consult members of the 10 
faculty of Northwestern University, School of »* + @ 
Commerce. Business specialists will analyze © 

operating figures. 


Seience of Proper Shoe Fitting: 


Leading authorities — shoe men and medical @ 
men will discuss shoes, feet and proper shoe 


fitting. 


ee a 


Fashion Futures: A fashion revue of 
Spring shoes and apparel for Easter. Men’s 
styles with dominant trends in footwear and 
clothes. 


% 
Orns” 


= 
— 
—_ 
C3 
=< 
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ASSES PE 
Newspaper Ads. Display Win- 
dows: Entries in Newspaper and Window 
Display Contests on exhibition. See smart shoe 
promotions, alert copy, and appealing layout. 


Radio Footwear Interviews: The 
popular sidewalk interviews adapted for shoe- 
men in footwear interviews. How many ques- 
tions can you answer on fitting, and style? 
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L 
MAKES SHOE NEWS 
THE SHOE WORLD 


Loe GR onthe & pwr 2e 


EA Se ea an ny BN Rap A 
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FIST OES 
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Physical Culture Shoe Co. © 7 


PORTSMOUTH, OHIO 
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